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Proved Protection with 
Proved Fuses 
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Jefferson Ferrule Type has only three 
parts and the link. No loose washers 
to worry with. Links have rounded 
ends for speedy insertion. 











At left: Jefferson Knife Blade Fuses are 
renewed speedily. Only one cap to hold. 
Loosen studs a little and hook in the link. 


Never-failing Protection... Needed 
More Than Ever Before 


Today, with inventories so low, ability to de- 
liver is the vital factor in getting orders. Thus 
uncertain protection of electrical circuits is 
likely to prove even more disastrous than usual. 
No company can afford risking the loss of a 
single order, or the goodwill of a single 
customer. 


Jefferson (Union) Renewable Fuses never 
fail to protect—providing, of course, reasonable 
care is used by installing the proper capacity 
of fuse. Not only are they dependable, they 
save time in renewals because they are so 


JEFZERSO 


simple and are designed for speed. And they 
are vented by exclusive methods so that they 
withstand repeated blowouts—low cost. 


Remind your customers of these obvious 
truths. See that every circuit is inspected to 
make sure the proper capacity fuse is installed. 
Make these suggestions and you will find that 
Jefferson Fuses are one of the livest lines you 
handle. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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tion of the problems facing 
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SALING renders him a special- 
ized editorial service in the 
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an important feature of THE 
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extended to include specialty 
distributors as well as elec- 
trical wholesalers. 
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HE strict economies which all business 
T organizations have been compelled to 

effect since the delirious days of ’29 have 
served to focus attention, as never before, 
upon the wholesaler. Manufacturers and 
dealers who formerly doubted his necessity 
now recognize him as a vital factor in mod- 
ern distribution. 


This recognition has brought new respon- 
sibilities to the wholesaler in the electrical 
field, responsibilities’ of leadership in his 
own community. He, alone, is in close con- 
tact with the entire electrical fraternity; 
manufacturer, utility, contractor and dealer. 
He knows, or should know, the problems of 
each. He understands, or should under- 
stand, their individual points of view. 


Thus, only the electrical wholesaler is in 
a position to bring together all branches of 
the local industry, to reconcile conflicting 
interests, and to lead them in a coordina- 
tion of effort which will result in benefits 
to all. 


In the appliance field utility executives 
are looking to the wholesaler to initiate and 
direct all local appliance merchandising ac- 
tivities. Conferences recently held between 
representatives of the N.E.W.A. and mer- 
chandising executives of utility companies, 
as reported on pages 18 and 19, brought the 
statement that the exercise of such leader- 
ship by the wholesaler will hasten the with- 
drawal of the utilities from active mer- 
chandising. 


In the radio field the wholesaler occupies 
a dominant position, as is shown by the 
Census Bureau’s study of the radio trade 
(pages 22, 23). He occupies a similar posi- 
tion in the field of refrigeration. He holds 


Leadership 


a most important place in the distribution 
of major appliances. He is thus qualified to 
assume leadership in the specialty field. 


In the wiring field we find a desperate 
need for leadership, a need which only the 
electrical wholesaler can fill. ELECTRICAL 
WHOLESALING recently asked its whole- 
saler readers: “What are your contractor 
customers doing at this time?” Their replies 
reveal a most serious situation and stress 
the lack of leadership among electrical con- 
tractors in practically every community. 


HERE, then, lies an immediate opportun- 

ity for leadership. With the present 
scarcity of new construction the contractor 
must se// in order to live. He must sell ex- 
tension wiring, re-wiring, re-lighting and 
the revamping of other electrical equipment. 
A well directed local campaign, such as the 
Charlotte plan or the Portland plan, should 
result in some immediate business and de- 
velop leads that, with proper follow-up, will 
bear fruit for many months to come. 


The responsibility clearly rests with the 
wholesaler for bringing together contrac- 
tors, utility, electric league, manufacturers’ 
representatives and even civic organizations 
in a cooperative local activity to promote 
adequate wiring. 


Wiring. Appliances. Specialties. Each 
provides an opportunity for leadership—an 
opportunity which is the wholesaler’s defi- 
nite obligation to the community, to the 
industry and to himself. 


—Hidiimiiasde Chakink 


PRESIDENT 
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AnaConDA 
THE MARK OF QUALITY 


... for many years on Bare Copper Wire, now on Insulated 





Wire and other Wirin g Products for every construction use. 


Where all-metal wiring standards prevail, 
recommend these Anaconda Products: 
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Rubber-Covered Wire Armored Bushed Cable Flexible Steel Conduit 


A quality product. Pulls through Assembled at the factory, ready to Especially flexible...and designed 
pipe easily. ‘‘Flame check’”’ type go on the job. A complete wiring to protect the fished-in wires, even 
furnished when required. system. when bent sharply. 























Where non-metallic wiring systems are 
specified, use these Anaconda Products: 





Durax 


Sleek-finished non-metallic 
sheathed cable. Quality mate- 
rials throughout. Easy to strip 
and install. 


Duraduct 


The original single wall loom 
with the roller bearing wire- 
way. Still the leader. 




















In addition to these 5 popular products, the complete Anaconda 
line of wires and cables includes Flexible Cords . . . Antenna 
Wire... Annunciator Wire... Lamp Cord... Lead Covered 
Cable... Fixture Wire...and enough others to total 81 in all. 
Name the wires and cables that you handle... we make them. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK =: + CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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| The Importance of the Wholesaler 
To be Stressed at Buffalo 


Merchandising, air conditioning and the outlook for 1933 
will also be discussed at the 24th annual convention of the 








NE of the 
most im- 
portant 


features, scheduled 

for the fall meeting 

of the N.E.W.A. 

at Buffalo this month, 
is the adoption of a 
declaration of the 
wholesaler’s conception 
of his position in the 
electrical industry. A 
special committee com- 
posed of H. M.Gansman, 
chairman, H. J. Bait- 
inger, J. L. Buchanan, 
G. E. Cullinan and J. 
LL. Owen, has been ap- 
pointed to prepare a 
statement on this subject 
which will be discussed 
at the convention. 

The complete program 
covers four days, from 
Monday to Thursday. 
Monday will be given 
over to meetings of the 
executive committee and 
the various standing 
committees on individual lines of commodities. 

The first general session will be held Tuesday morn- 
ing. B. W. Clark, chairman of the executive com- 
mittee, will deliver the opening address which will be 
followed by the committee reports. Tuesday afternoon 
has been set aside for the usual conferences between 
manufacturers and their own distributors. In the eve- 
ning the electrical manufacturers will present a playlet— 
“The Crystal Gazer.” 

On Wednesday there will be sessions both morning 
and afternoon while the evening has been left open to 
provide an opportunity for trips to Niagara Falls and 
other points of interest. 
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National Electrical Wholesalers Association to be held at the 
Hotel Statler, Buffalo, September 26 to 29 


+ 





Convention Headquarters—The Statler at Buffalo 


The Free Lance 
Club will hold a 
short meeting just 
prior to the open- 
ing session on Tues- 
day morning and 
will meet again Wednes- 
day evening. 

Among the _ subjects 
which will be presented 
during the convention 
are the following: 

Consideration of re- 
port of the permanent 
committee on trade prac- 
tices. 

Adoption of plans for 
making the trade prac- 
tice rules effective in the 
industry. 

Reports of conditions 
in the fields of construc- 
tion materials, appara- 
tus, appliances, lamps, 
lighting, radio and re- 
frigeration, and discus- 
sion of recommendations 
submitted by the various 
standing committees. 

An address by L. E. Latham, vice-president, E. B. 
Latham and Co., New York City, on the subject of mer- 
chandising electric appliances. 

An address by an authority on the opportunities of 
the wholesaler in the distribution of air conditioning 
equipment. 

An address on the outlook for the electricat whole- 
saling industry for 1933. 

Members have been asked to notify the secretary of 
the names of any wholesalers who are not members of 
the Association, and whom they wish to invite to the 
convention. Invitations from the executive committee 
will be forwarded promptly to such non-members. 





Portland, Oregon Drive Yields 


500 Wiring Jobs 


‘V Intensive six month campaign results in 6,000 
pledges totalling $10,500,000. One job out of 
every |2 included electrical work. Tremendous 
deficiency in residential construction revealed 





of new building and remodeling was initiated early 

this year and by July 1 had attained its major objec- 
tives. Of over 150 cities in all parts of the United 
States carrying on similar campaigns, it has been re- 
ported that Portland stands far in the lead. 

In order to stimulate building construction and repair 
work, the business of materials handling concerns, con- 
tractors, wholesalers and others, and especially to secure 
employment for labor, a city-wide, systematic drive was 
made. The organization conducting the campaign was 
known as the Civic Building Service Bureau, founded 
by a group of business leaders. L. C. Newlands, past- 
president of the Chamber of Commerce, was chairman 
of the board. Walter W. R. May, associate editor of 
the “Oregonian,” was campaign manager. S. M. Lister, 
building supervisor for A. E. Doyle & Associates, archi- 
tects, was appointed manager and executive secretary. 


Te “Portland Plan” Campaign for the stimulation 


Immediately after this organization was completed, 
voluntary workers made a thorough canvas of every 
house, apartment, store, factory and commercial build- 
ing owner to induce them to pledge something in the 
way of improvement of their properties—either in the 
form of work decided upon under the stimulus of the 
occasion, or the moving forward of work which had 
been under contemplation for some future date. The 
main argument used was that it could never be done 
more cheaply and it would materially help in stimulating 
business locally. 


T the same time the plan was thoroughly advertised 

in every newspaper, by radio, billboards, by speeches 
before clubs and civic organizations and in a score of 
other ways. The movement was also aided by the annual 
Clean-up, Paint-up, Spade-up Campaign, sponsored each 
year by Portland’s Junior Chamber of Commerce. 
While the results of 

the campaign will 





continue to come in 





5000 FOR 
PORTLAND , OREGON . 


4000 RESIDENTIAL UNITS= SINGLE FAMILY RESIDENCE, PLUS 
NUMBER OF INDIVIDUAL APARTMENTS IN APART 2 
MENT HOUSES AND FLATS. 
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STUDY OF CONSTRUCTION OF RESIDENTIAL UNITS 





throughout the bal- 
ance of the year, the 
Bureau as an active 
organization was 
closed in July. At the 
time of its closing, 
Mr. Lister and the 
sponsors of the move- 
ment had this remark- 
able record of achieve- 
ment to report:. 
6,000 pledges re- 
ceived totaling $10,- 
500,000 ; 
$6,000,000 of the 
work completed or 
under way, 
$3,221,923 shown 
by return stubs in the 
Bureau’s hands as 
definitely completed. 
It should be borne 
in mind that this rec- 
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Chart revealing deficiency in residential construction 


ord was obtained in a 
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medium sized city of approximately 300,000 population. 

From the standpoint of the electrical interests of the 
city, it would be interesting to ascertain the extent to 
which the electrical wholesalers and electrical contractors 
profited. But unfortunately in high-pressure campaigns 
such as this, “the work’s the thing” and detailed statis- 
tics and analyses are passed up for the most part. So 


have been pledged work. The customer did not give 
them the information. 

It may safely be assumed, however, that the 500 or 
more electrical jobs to date resulting from the drive, 
have for the most part been divided up among the 50 
odd smaller contractors, to the tune of a good many 
thousands of dollars, and that the materials required 


so 
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trical, plumbing and paint 
jobs were being ordered as 
‘ a result of the drive. The 
bi result was: 
a Electrical jobs ....... 92 
H Plumbing jobs ....... 94 
: Painting jobs ........ 440 


it is not possible to give an accurate figure as to the 

amount of electrical wiring done or the value of the 

materials entering into it. However, a partial check 

made by Mr. Lister, furnishes a close approximation. 
He took 1,000 represen- 

tative pledge cards and an- 


have come from the shelves of the wholesalers who cater 
to that trade. 

Wholesalers who wish to compare building construc- 
tion data relative to Portland, Ore., with those bearing 








alyzed them with a view to 





finding out how many elec- 


There was no way, how- 
ever, of getting at the size 
of the average job in dol- 
lars and cents. Many of 














the cards bore pledges for 
' all three kinds of work, 
‘ others for two, and only 
4 the total figure was given. 
However, it is logical to 
assume that the same pro- 
1 portion held throughout the 
. entire 6,000 pledges and 
f this would indicate that at 
’ least 500 electrical jobs had 
h ; already resulted from the 
» q drive at the end of the six- 
f q month period. 
a It would be reasonable to 
. a that, even if statis- Airplane view of the city of Portland 
tics were not available at 
“ headquarters as to the dol- = 
nd lar and cents value of elec- 
aS trical work done, that a 
= survey of the electrical wholesalers and electrical con- upon their own cities, will be interested in the accom- 
8, tractors would show that there was some definite reac- panying chart, particularly the curve showing deficiency 
- . tion which they could place their fingers upon. But or excess of construction. While the figures are car- 
‘<4 t such a survey ended with a total lack of directly trace- ried through from 1913 only up to 1930 on the chart, 
k- P able business. While they. knew that the campaign had later statistics show that the curves were still sloping 
= + been highly successful, they could not give a definite rapidly downward at the end of 1931. At the present 
report of its tangible results. In the case of the whole- time the city of Portland is under-built by at least 3,000 
- salers, naturally, being “once removed” from the actual residential units, and is, far below the demands of the 
0, : orders for material, they had nothing specific to go on. increase in population. At the present time there is a 
' vast amount of doubling up, two or more families in a 
he N the case of the contractors, there were two classes. single house or apartment.. Almost the moment condi- 
aa There were the Electragists who had financially con- tions improve and employment becomes general, these 
tributed to the campaign, although getting very little out people will be buying or renting homes of their own. 
res of it, because the electrical work was practically all The subsequent upturn of this curve, the climb-out to 
the 3 remodeling work in residences, where, on account of even the normal line, is going to mean a great deal of 
- q their class of labor, they could not and did not compete. business in all construction and wholesale lines. The 
: " Presumably, then, the labor was principally done by post-war over-building in the case of Portland has long 
jog | the smaller independent contractors. But interviewing a ago been eaten up. Without crediting either great politi- 
wail ‘ number of them disclosed the fact that work of this cal party, it would seem that before long Portland whole- 
be ; class which they did during the period may or may not _ salers will be singing—‘‘Happy Days Are Here Again.” 
NG 
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How Wholesalers Are Attacking 








Their Immediate Problems 


“What do you believe are the most serious problems 
which electrical wholesalers and distributors will have to 


face during the balance of the year, and how are you 
planning on meeting them in your own organization?" 


of the individual wholesaler ELEcTRICAL WHOLE- 

SALING recently polled the industry, asking both 
electrical supply wholesalers and specialty distributors to 
answer the above question. 

Two hundred replies were received from 37 states. 
They reveal a spirit of moderate optimism, backed by a 
grim determination to overcome the problems brought 
about by greatly reduced sales volumes, which is most 
encouraging. 

Four major problems were reported as giving elec- 
trical wholesalers the most concern at this time. How 
these problems are being met is described on the oppo- 
site page. Many interesting and constructive comments 
were received, so many, in fact, that it has been impos- 
sible to find the necessary space to print them all. Those 
which follow, however, are typical and afford an excel- 
lent cross sectional view of how wholesalers are planning 
and working, pending the time when the recent improve- 
ment in sentiment shall be translated into actual orders. 

This reply from a New England wholesaler is typical : 
“Our program is to decrease inventory in line with 
present turnover, to increase our resale to a point where 
we can make a living profit, to watch our credits closely, 
to use caution in adding new lines and to keep our ex- 
penses down.” 

An Oklahoma distributor writes: “We are watching 
the old overhead and expense accounts, because the vol- 
ume will be necessarily low. However, there is a spirit 
of optimism pervading everywhere. If manufacturers 
will carefully control their production and distributors 
and dealers will watch their stocks so that there is no 
distress merchandise dumped on the market, a profit 
will accrue from relatively smaller volume.” 

Pennsylvania wholesalers report that “There is an 
optimistic feeling generally, and we are looking for a 
good fall business.” 

The collection problem is serious. An Ohio distribu- 
tor is meeting it by “salvaging accounts receivable, 
watching all collections and making our terms to suit 
conditions. We are making sales people and collectors 
out of every employe.” 

A Minneapolis report states “Our problem is the 
liquidation of frozen accounts receivable of both the 
distributor and the dealer. We are trying to solve our 
problem of collections by a very strict credit policy and 
insist that the dealer know where his money is coming 


8 


T O secure a clear picture of the viewpoint and plans 


from instead of taking someone’s 
word for it.” 

Toledo is wrestling with cut 
price competition. “With a very 
small volume of business to be 
had, one or perhaps two local wholesalers aré trying to 
get what there is by the low price method. Through our 
local organization, we have done many things to im- 
prove this situation, but these sharp shooters keep right 
on sniping to the complete discouragement of the re- 
maining few with the result that thus far we have found 
no satisfactory solution. Toledo has received an awful 
jolt, but we are not licked and will come through.” 

A New York distributor says: “In my opinion the 
wholesaler should distribute lines that give him protec- 
tion and a fair margin of profit on resale, get his sales- 
men to specialize and concentrate on accounts who dis- 
count or pay promptly and try to do a smaller business 
at a larger margin of profit.” 

Improvement among contractors is reported in St. 
Paul. “Our attempt to get contractors to sell, changing 
contractors from a ‘buyers’ to a ‘sellers’ market, and our 
policy of constantly talking of quality—at a fair price— 
are beginning to bear fruit.” 

A California wholesaler writes: “We expect a con- 
siderable reduction in the number of small contractors, 
thus improving, temporarily, the position of those re- 
maining.” 


N Oregon distributor is planning now for increased 

sales to dealers. He says: “We anticipate an increase 
in sales by the dealer. His stocks are at a minimum and a 
gain in business will necessitate a large increase in his 
purchases. This is naturally going to stretch his credit 
to the limit. The distributor must be prepared to assist 
his dealers in this eventuality.” 

A South Carolina house is “making a more intensive 
effort to secure dealers who are awake to the future 
possibilities of our line.” 

Out in Missouri they “just plan to ‘hit the ball,’ come 
what may,” while over in Kansas a distributor reports: 
“We are operating our largest force, have moved into 
new, modern, larger quarters. We are set for ‘better 
and cleaner business’.” 

In Virginia ‘‘salesmen are willing to work harder now 
than they were six months ago” and a Maryland whole- 
saler writes : “We are planning to comb our territory for 
prospects who have money saved or put away and do our 
best to close them, to work longer hours and put more 
punch in our work.” 

And in New Jersey they are convinced that “less howl- 
ing, more confidence and more work will do the trick.” 
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Four Vital Problems 





Now Facing Electrical Wholesalers 


1 To balance operating expenses with gross profits at present 


volumes 


collections 


Price cutting competition 


Rh WwW ND 


Customers’ lack of both cash and capital, resulting in slow 


Dumping of distress merchandise 











Twenty Methods of Attacking Them 
as Reported by 200 Wholesalers 


OPERATING METHODS 


|. Handle only those lines that give the 
wholesaler protection and at least a fair 
margin of profit. 

2. Adjust resale schedules to yield a 
profit at present volumes. 

3. Standardize on the products of repu- 
table manufacturers and eliminate dupli- 
cate lines. 

4. Add new lines, but only after careful 
investigation of their salability and profit- 
ability. 

5. Constantly scrutinize all items of oper- 
ating expense. 

6. Exercise close control of inventories. 


FINANCIAL METHODS 


7. Extend credit intelligently and edu- 
cate dealers to do likewise. 

8. Insist, through credit control, that 
contractors take work only at a profit. 

9. Devote extra effort to collections. 

10. Encourage the use of trade accept- 
ances. 


SALES METHODS 


11. Have the courage to turn down un- 
profitable orders. 


12. Stress quality and value. 


13. Concentrate on profitable lines and 
profitable accounts. 


14. Place emphasis on seasonal mer- 
chandise. 


15. Restore dealer confidence with 
aggressive merchandising plans. 


16. Solicit only those new accounts 
which give evidence of stability. 


17. Promote the sale of re-wiring and 
additional wiring by contractors. 


18. Promote the desire to purchase ad- 
ditional, modernized electrical equipment 
for the home and industrial plant. 


19. Support and encourage local asso- 
ciations of wholesalers, of contractors, and 
of dealers. 


20. Work longer hours and more aggres- 
sively. 
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A Campaign That Sold 
Re-Lighting Jobs icnsnineniew vi 


H. B. TOMPKINS 


Manager Supply Sales 
General Electric Supply Corp. 
Bridgeport, Conn. 
N May first the General Electric Supply Corp. 
{> brought to a successful conclusion a _ three 
month intensive campaign on the sale of indoor a 


lighting equipment. This was the first activity of its 
kind ever conducted by this distributor on a nation 


wide basis. A three months campaign conducted by the 
The sales forces concentrated on the products of the General Electric Supply Corp. with the 
Ivanhoe Division of the Miller Co., Holophane Co., Pe £ th hits stig ° £ th 
Inc., and Curtis Lighting, Inc. The field representatives pm gigi apn a ow “ 
of each of these three manufacturers cooperated and Miller Co., Holophane Co., Inc., and Curtis 
the incandescent lamp department of the General Elec- Lighting, Inc., sold 2,475 lighting installa- 
tric Co. played an important role. tions. Nearly three-fourths of these were 


An interesting plan of operation was devised. Under 
the leadership of “Big Chief” Tompkins, manager of 
supply sales, the salesmen of each of the 23 districts 
of the General Electric 
Supply Corp. were mobi- 
lized into tribes of In- 
dian Braves, with the 
district managers acting 
as tribal “chiefs”. Rep- 
resentatives of the three 
manufacturers partici- 
pating in the campaign, 


re-lighting jobs 





corded in a special campaign bulletin, “The 
Tomahawk,” issued regularly throughout the 
period of the contest. A report of sales closed 
was submitted by each salesman twice each 
month, using a simple form to identify the in- 
dividual lighting jobs. The following details 
were recorded on each job sold: . 

















acting as “warriors” and 1. Number of lighting units. 

“scouts,” assisted the va- 2. Approximate wattage. 

rious tribes who, starting 3. Whether “New” or “Relighting” job. 

in Hell, set otit in quest | é 4. Make and type of equipment sold. 

of the Happy Hunting | Be aa 5. Value of lighting equipment sold. 

Ground. | el MTT | Rs 6. Value of collateral materials sold for use 

The progress of the to Lh @| eeeeae ‘ with lighting equipment. 

various tribes was re- , add f me: 5 $0 Ld There were six of these reports submitted 
‘ * ef vn rn by each salesman during the campaign. Cash 

etal 4 ie "HELL, |) (oe prizes were awarded for the three best reports 
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A. E. HANLON 
Boston 
2nd Prize Winner 


L. GS. MAMPLE 
St. Paul 
Winning District Manager 





served to keep interest and enthusiasm keyed to a high 
pitch. 

At the close of the campaign grand prizes were 
awarded to the twenty leading men. The first four win- 
ners were offered trips to New York for pleasure and 
entertainment and to Bridgeport, the headquarters of the 
company. Cash awards were made to the other grand 
prize winners. 

In rating the accomplishment of the salesmen, extra 
credits were allowed for “relighting” jobs sold. This 
encouraged creative selling. Additional credit was given 
for securing the collateral material required for use 
with the lighting equipment. The max- 
imum credit on any one job was defi- 


Cc. J. LEESMAN 
Cincinnati 
Ist Prize Winner 


PAUL MURRAY 
St. Paul 
Winning Lighting Specialist 


E. M. KERR 
Portland 
3rd Prize Winner 


campaign. In terms of 200 watt lamps no less than 
70,000 would be necessary to fill these sockets just once. 
An analysis of all of the jobs reported would indi- 
cate that approximately 25 per cent of the lighting 
equipment sold was for industrial uses of all kinds. 
Ten per cent of the total consisted of window lighting 
equipment and the remaining 65 per cent covered all 
other types of commercial lighting equipment. 
Floodlighting and special lighting of various kinds 
were not included in this activity since all efforts were 
devoted entirely to the sale of the products of the 
Ivanhoe, Curtis and Holophane companies. 
While no actual record was 
kept of the collateral material 





nitely limited, thus putting a premium 
on the number of individual lighting 
jobs sold rather than the size of some 





PSCALPS 


LIFTED ALONG THE TRAIL TO 


sold, such sales covered all 
types of construction materi- 
als generally required in in- 
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few large jobs. stalling lighting equipment. 
At the beginning of the activity the sya my ae ot mrtiaran te Records of the entire activity 
company published a complete lighting i) = we ES OEE SOREN would indicate that for every 
sales manual entitled “Planning Prof- by seedy ae Ma PLE SSS dollar value of lighting equip- 
itable Lighting.” This was a 48-page tothe Tita entevaine and Braves of enief Toute Papen Kas ment sold, slightly over 70 
bound book designed to sell the idea We rer wot te Dine of Sergberan, thing 8 ne cents worth of collateral ma- 
of better lighting. The many applica- | pa A eg terials were also sold. Thus 
tions of the products of Holophane, ae et td a tan vos this distributor’s sales of wir- 
Curtis and Ivanhoe were described | Shaper tunting oroun For’ ey.t too, walters, oat mt ing materials and circuit con- 


copies were distributed to electrical 
contractors, central station lighting de- 


garments 


and illustrated. Twenty thousand | 


® bigger and better nickel cheroot 
re et the Burtizres camp every one pledges their un- 


ruffiess ome to "atten to jon girdles or foundation 


T™ help you win the “ole wempum’ (which we hope will still 





trol devices also received a de- 
cided impetus. 
In. commenting on the re- 


from Chief Waw Paw mw Ques 


partments and industrial plant man- geo andr eres cor sults of the campaign, Mr. 
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the story better than a couple of pages aerate Sida, Seen mate and I feel confident that the 


of adjectives. When the final results 
had been tabulated 2,475 lighting jobs 
had been sold. 

Nearly three-fourths of all the jobs 
were “relighting jobs.” It is interest- 
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time, thought and study de- 
voted to lighting during these 
three months on the part of all 
of our men has resulted in a 
better understanding of this 
subject and will result in fu- 


fee, and thus slip 
round. 








ing to note that nearly 14,000,000 
watts of electrical energy will be used 
to supply the equipment sold in the 
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Curtis Lighting, Inc., tied in with 
a bulletin called "Scalps” 


ture benefits both to the men 
and to the company.” 




















Installation of fascia 
lighting on Euclid 
Ave., Cleveland 


v 











A New Type of Display Lighting 


Vv 


Fascia displays provide a new method of treating the 
illumination of store fronts, which requires additional wir- 
ing and results in the use of more lamps 


ORE wiring, materials, more receptacles and 
Mews lamps are supplied by the wholesaler when 

a merchant is persuaded to illuminate not only 
his show windows but his entire store front as well. A 
new type of fascia display lighting accomplishes just 
this purpose, it illuminates the whole front of a store, 
both above and below the show windows. 

An excellent example of this modern lighting treat- 
ment is to be found in the Cleveland store of the Jarman 
Shoe Co. By adding generous quantities of light in the 
course of remodeling the quarters in which they opened 
their Friendly Five store, they have set a fast pace for 
the neighboring merchants. The headquarters office 
of this chain store organization, which is located in 
Nashville, has been strongly impressed by the prompt 
acceptance of their product on Euclid Avenue, principal 
business street in Cleveland. 

In remodeling this store, the Jarman Co. was ably 
assisted by Irwin Walker Displays, Inc., and Architect 
Rowland Johnson, both of Cleveland. The architect 
and display company representatives were aided by the 
Nela Park egineering department of the General Elec- 
tric Co, whose models and facilities so effectively illus- 
trate the virtues of the new mode of architectural illumi- 
nation. 

Because the Friendly Five store does a considerable 
portion of its business after sundown, the facade and 
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display space have been planned with special regard to 
evening effect, and are singularly effective at that time. 
The illustration shows the night view of this fine mod- 
ern exterior which is conspicuously up-to-date at all 
hours of the day. 

A good looking appearance has been provided at a 
very low cost. The large fascia sign, which extends 
across the entire front of the store, is 5.5 feet high by 
21 feet wide. It is illuminated with 20 150-watt lamps. 
At average lighting rates these cost about 10 cents an 
hour to operate. Considering the advertising value, it 
is certainly a wonderful buy at 1932 prices. Luminous 
silhouette signs in the lower sections of the window 
contribute additional dollars’ worth of sales stimulation 
for only a few cents a night. Not only do they attract 
attention and form a unified element in the design, but 
they also call the attention of window-shoppers to their 
own often unsightly shoes. 


> Sania signs, plus the illuminated panels, and the lumi- 
nous element over the door, combine to make the whole 
display compelling and productive of a profitable traffic. 
The show windows themselves are equipped with 18 
standard show window reflectors using 200 watt lamps. 
All told, this modern installation has been inexpensively 
achieved. It commends itself unqualifiedly to merchants 
in search of good new methods for sales stimulation. 
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Are Wiring Devices Profitable? 
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Do the manufacturer's suggested resale sheets 
provide the wholesaler with an adequate margin 
of profit on wiring devices? Ninety percent of the 
distributors asked this question by "Electrical 


Wholesaling" replied "Yes." 


WHOLESALING entitled “Which Commodities Are 

Profitable?” The data which it presented was based 
on the “Distribution Cost Study of an Electrical Whole- 
saler” which the Department of Commerce made some 
time ago at the request of the N. E. W. A. 

The purpose of this article was to show that operat- 
ing costs of electrical wholesalers vary widely between 
individual commodities, also to explain the method of 
determining such costs which the Department of Com- 
merce had evolved. Readers were cautioned however 
that the actual percentages resulting from this particular 
cost study could not be considered as representing the 
performance of the average electrical whole- 
saler. 

The article aroused much interest in the 


[ w January an article appeared in ELEcTRICAL 


also appear that many wholesalers 
carry altogether too many items in 


stock. 
Metropolitan wholesalers were 
practically unanimous in stating 


that “the profit provided by the 

manufacturers’ suggested resale 

schedules would be satisfactory if 

the prices were adhered to by our 

competitors.” Several stated that 

they absolutely refused to meet competition of cost plus 

2% to five per cent, preferring to pass up such business 

entirely. One wholesaler reported that some manufac- 

turers’ representatives solicited business at these mar- 

gins and then peddled the order among their distributors 

until they found one who would accept it. This, appar- 

ently, is a situation largely confined to large metro- 

politan territories. It obviously presents a problem of 

policing, the responsibility resting with both wholesaler 
and manufacturer. 

Scattered dissatisfaction was expressed with the 

margin provided on both standard package and broken 

carton quantities, also on some of the slower moving 











actual profit secured by individual wholesalers 
on the principal supply lines, especially wiring 


What Wholesalers Reported About Wiring Devices 








devices. Although it was specifically stated hited ie seein 
that the very poor turnover and small-sized - - 
orders of the house studied were largely re- Gross PROFit anenneeneeenncenneenneeeeennerne 12% 30% 20% 
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that wiring devices, in general, were unprofit- 








able. 





In order to determine the attitude of the 
industry towards the profitableness of this line 
ELECTRICAL WHOLESALING recently asked a number of 
representative wholesalers for their opinions, also for 
actual facts as to their performances on wiring devices. 

The replies indicate that in general wiring devices are 
profitable. However, wide variations were disclosed 
between the performances of individual houses. Whole- 
salers located in small towns and metropolitan whole- 
salers with an industrial clientele reported the highest 
gross profit rates. Both turnover and number of items 
carried appeared to be a question of management rather 
than size of territory or character of customers. In 
general, houses stocking fewer items showed higher 
turnovers. 

Judging from the replies received the size of the 
average order for wiring devices apparently depends 
largely on the class of customer served, contractors 
purchasing in larger quantities than industrial plants. It 
is evident that the average wiring device order is rela- 
tively small, compared with that of many other lines 
although, as one wholesaler pointed out, other items 
are frequently included on the same order. It would 
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items, but, on the whole the manufacturers’ suggested 
resale schedules were given hearty endorsement by the 
wholesalers interviewed. 

The performance of one wholesaler on wiring devices 
stood out above all others. His average order was $30, 
his profit rate 20 per cent and his turnover seven times 
on this line. When asked how he accomplished this 
he said: 

“In the first place, we have tried to pick a line and 
make a study of it before going out to do a job. If any 
new devices are released one week, our samples are in 
the hands of our salesmen the next week and these 
samples are shown to all our dealers. We do not take 
a catalog and show a cut of the new device but we take 
the device itself and show the real article to the cus- 
tomer. Thus we always secure an order for new items 
as soon as they are released from the factory. 

“One main reason why our orders are larger than 
the average is because our salesmen are experienced 
electricians and that you do not find to be true with 
most wholesalers’ salesmen. (Continued on page 14) 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Here’s One Li 





Make More 





Show your dealers how to pick up easy extra 
sales. Instead of letting people walk out after a 
“single purchase” let their salespeople say a word 
or two about the BIG DIFFERENCE between 
the BUSS Light and ordinary “one-purpose”’ 
lamps. 


BASE-PLATE SCREWS 
IN AND OUT TO 

P ANYWHERE— 
WORKS LIKE A VISE 


People who had no idea of 
buying “just another lamp” 
even at a cut price will buy a 
BUSS Light at the full profit 
price—when its many useful fea- 
tures are actually shown them. 





It takes but a moment to 
show how the BUSS Light 
clamps, hangs, stands and ad- 
justs— but a quickly made 
demonstration will STOP many 
a customer on his way out and 
make many an extra sale. 


Say This to Your Dealers 


“Why not let your 
sales-people make EX- 
TRA MONEY to 
help off-set their sal- 
aries—by picking up 
these easy extra 
sales?” 


“Let them start to- 
day to show the 
many useful features 
of this truly individ- 
ual light to every one 
who comes in. Even 
a few of these extra 
sales each week will 
pay a large part of 
the salaries of your sales-people.” 














Here’s Proof This Sales Idea 
Will Work 


Hundreds of dealer reports show that every 
dealer who actually demonstrated BUSS Lights 
to his customers sold them. For the whole coun- 
try, the average was about 3 sales out of every 10 
demonstrations made. In fact, at Union Gas & 
Electric Co. in Cin- 
cinnati sales were 
made to 5 out of 
every 10 people to 
whom BUSS Lights 
were shown, and at 
Union Electric Co. 
in St. Louis, 6 out - 
of every 10 bought. 


A Salable 
Line 
With BUSS Lights, you always have special sales op- 
portunities to point out to your dealers. Right now, 
hundreds of thousands of students are looking for prac- 
tical study lamps. A little later, long winter evenings 
make people want a handy light of their own for read- 
ing in bed, or for use anywhere individual light is 
needed. Then comes the big holiday season, when thou- 
— of BUSS Lights are bought in a few weeks for 
gifts. 














September, 1932 
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yon Which You Can 











Sis Today Than In 1929 








A New Line—At New Prices 


To meet present conditions—to make it easy for you 
to sell old dealers and to OPEN UP NEW AC- 
COUNTS—BUSS presents a NEW ALL Metal line of 
Lights. 

An entirely new Plain BUSS Light that retails at $2.35 
gives the dealer and you a fast selling utility light at a 
BETTER PROFIT than ever before. 

Then the Decorated BUSS Light at the NEW 
PRICE of $3.25 offers the trade the market’s greatest 
value in an all metal decorated desk and table lamp 
that can instantly be changed to a clamp lamp or a 
wall fixture. 

DON’T CONFUSE THIS NEW LINE with any- 
thing you have ever sold before—it is in tune with 
present conditions and doubly salable, because 

The dealer gets quicker turnover the year round with min- 
imum stock. There are only two models, and two finishes. 
The dealer has a larger average unit of sale and GREATER 
NET PROFIT at the new retail prices. 

He has no problem of dumping obsolete models at sacri- 
fice prices. All Metal BUSS Lights are staple, not style 
merchandise. 

Increase your own billing and build more profits for your 
dealers and your house by pushing this new BUSS Light Line. 
It has everything dealers are looking for this year. 


Ask your sales manager for the catalog sheet for your binder. 
If your house does not now stock BUSS Lights, a note from 


your sales manager will bring full details of our new distributor 
plan. 


BUSSMANN MFG. CO., ST. LOUIS 
A Division McGraw Electric Company 























The 
BUSS Light 
Demonstrating 

Stand 


A New “Silent Salesman” to 


Help You and the Dealer 
SELL 


Here is a BRAND NEW BUSS Light Demon- 
strating Stand. It makes demonstration easy and 
shows the clamping—hanging—adjusting features of 
the BUSS Light to all who pass, even if sales-people 
are busy elsewhere. 


Note how the stand holds three BUSS Lights— 
one clamped on the upright, as on a bed—one hung 
showing use as a wall fixture and one Light standing. 
The actual counter space occupied is only 6x9 inches, 
much less than it would take to show the three BUSS 
Lights standing alone. 

This Stand is not just an advertising display, but a 
fine store fixture to match the most modern store 
interior. It is made of solid walnut, highly finished. 


This attractive and practical stand will be given free 
on your request to any dealer buying a dozen or more 
BUSS Lights; if we have not already given him a 
BUSS Display Stand. Just have your office send us 
the dealer's name and address and the quantity of 
BUSS Lights purchased. The stand will be mailed 


direct to him. 




















\\| BUSS Lzeht 


The Hlandtest Light in 
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New Distributor for Twin Cities: R. M. 
Laird and H. W. Nebelthau, two well 
known figures in electrical circles in the 
Northwest have recently organized the 


firm of lLaicd-Nebelthau, Inc. As 
wholesale electrical distributors they 
will handle both major and table appli- 
ances, specialty items and supnlies in 
this territory. Offices and warehouse 
are located at 242-244 Nicollet Ave., 
Minneapolis. 





Simplified Wiring Device Line 
Announced by P & S 

A complete line of wall plate wir- 
ing devices consisting of 23 unit parts 
from which 59,244 combinations can 
be assembled, is announced as of 
September 1 by Pass and Seymour, 
Inc., Syracuse, N. Y. The new prod- 
uct will be known as the “P & S- 
Despard” line in honor of Victor R. 
Despard, its designer and vice-presi- 
dent of the company. Mr. Despard, 
it will be recalled, is the designer also 
of the well known Levolier switch. 

This new line of wiring devices is 
described as “wall plate merchandise” 
because it offers the contractor an ex- 
ceptional opportunity to approach 
home owners with readily saleable 
devices with which to expand and 
modernize old wiring installations at 
small cost. The fact that wanted 
combinations involving three services 
can be installed in a single wall case 
enables the contractor to “merchan- 
dise” wiring improvements. For ex- 
ample, a Despard combination of 
pilot light, switch and plug receptacle 
may be installed in a single box. 
Radio outlets and bell pushes may be 
installed in the same single box with 
a power switch or outlet by utilizing 
a box separator. 

The “P & S-Despard” line consists 
at present of seven wall plates, four 
switches, five outlets, two plugs, night 
light, pilot light, a box separator and 
name plate holder and a switch-lock 
cover with key. With minimum stocks 
of these 23 basic units, practically 




































any desired combination may be as- 
sembled by the wireman on the job or 
in the shop, thereby eliminating the 
expense and delay incident to the 
special orders of factory assemblies. 

These new wiring devices consist 
of bakelite forms which permit of 
extremely compact constructions with- 
out sacrifice of capacity in the electri- 
cal connections. 

In announcing the new line, C. L. 
Nicholson, sales manager of Pass and 
Seymour, Inc., emphasizes the mer- 
chandising opportunity offered by 
this equipment. 

“We have opened the way to home 
wiring modernization by providing 
wall plate conveniences which are 
really ‘wanted merchandise,’” he 
points out. “Take the flat iron com- 
bination, forexample. In most homes 
the flat iron is plugged into a sidewall 
outlet mounted in a single box. With 
no other tool than a screw driver, the 
contractor can install in this same 
single box a ‘P & S-Despard’ com- 
bination of outlet, pilot light and 
switch—no wiring, no breaking plas- 
ter for a two-gang box—and at a 
cost of about half that of a similar 
combination of old line material. 
These merchandise sales of wall-plate 
conveniences open wide the door to 
wiring modernization.” 

Full information on the “P & S- 
Despard” line of wall plate merchan- 
dise, together with completely revised 
data on all lines of the company is 
contained in the new Pass and Sey- 
mour General Catalog No. 31, soon 
to be distributed to 29,000 contrac- 
tors and wholesalers who sell and in- 
stall P & S material. 
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Are Wiring Devices Profitable? 
(Continued from page 13) 


The salesman on the road today who 
helps the dealer figure out his re- 
quirements and helps solve his prob- 
lems is naturally the man who secures 
all the business that can be had from 
dealers. Also, we do not just sell the 
dealer what he asks for, which hap- 
pens to be the way a lot of merchan- 
dise is sold today. Our men make it 
a special point to go over the com- 
plete line and as a rule the dealer 
orders twice as much as he originally 
thought of ordering because our 
salesmen try in every case to check 
stocks with the dealer. The average 
salesman permits the dealer to just 
buy what he asks for and this means 
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that he is constantly ordering five 
and 10 dollar orders of schedule ma- 
terial from five or 10 different whole- 
salers, 

“The secret of our selling not only 
lies in the fact that we carry samples 
on the road and check stocks with 
dealers in addition to helping them 
solve their problems. It is primarily 
due to making suggestions as to how 
they can order assortments of sched- 
ule material, securing an order for 
100 pounds or over and making 
shipment direct from the fac- 
tory which gives the dealer freight 
allowance. These orders are made up 
under the standard form of package 
orders which every schedule material 
manufacturer offers. If we put it up 
to the dealer in this way he will order 
in larger quantities to get the freight 
allowance, he will order material less 
often and thus cut out a lot of red 
tape and duplication over a period 
of a year. We find in our field a 
number of salesmen traveling for 
wholesale houses who do not seem 
to get any business from our terri- 
tory. They are not awake to the fact 
that they are not salesmen but order 
takers. The result is the few orders 
which they do get are five and 10 
dollar ones and they are scattered 
few and far between.” 








Leaves Business Cares Behind: N. C. 
Goldman, president of the Commercial 
Electric Co., of Toledo, O., does justice 
to the boardwalk in Atlantic City. 
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Wholesalers Urged to Assume 
Merchandising Leadership 


Conferences held between the N. E. W. A. and utility holding 


S announced in the June issue 
A of ELEcrricaAL WHOLESAL- 
ING, the Executive Commit- 
tee of the National Electrical 
Wholesalers Association recently 
voted to establish a merchandising 
service for the benefit of its mem- 
bers. 

A survey of the appliance merchandising plans of 
utility companies was selected as the first activity to 
be undertaken and considerable progress has already 
been made on this survey by E. Donald Tolles, managing 
director, and Alfred Byers, his assistant, A preliminary 
report (Bulletin 604) has been released to members 
which covers the merchandising plans of utility holding 
companies. 


In planning the survey it was found 
there were 14 utility holding companies 
with offices located in or near New York 
City and that these companies controlled 124 operating 
subsidiaries located in 43 states and represented about 
60 per cent of the entire central station industry. 

Conferences were therefore arranged between the 
Association’s staff and the chief executive in the mer- 
chandising or commercial department of each of these 
14 holding companies. These conferences averaged 
about two hours in which time the subjects of policy 
and plans were thoroughly discussed. 


Conferences 
with Utilities 


Subjects Discussed Three specific questions were 
asked of the utility executives. 

1. Does the utility holding company consider the 
wholesaler important in the distribution of electrical 
appliances in the territories served by its operating sub- 
sidiaries ? 

2. Does the holding company prepare appliance 
sales schedules for its subsidiaries, or are such sched- 
ules prepared by the local properties? 

3. If appliance schedules are prepared, are they avail- 
able to the wholesaler, and sufficiently in advance to per- 
mit his doing a better merchandising job by tying in 
with such sales programs? 

These questions were selected by the Association in 
the belief that if the electrical wholesalers in any central 
station area were advised in advance of the appliances 
to be accorded sales emphasis by the central station, con- 
siderable advantage would result to all concerned. With 
such advance information at his disposal, the wholesaler 
could contact his retail outlets urging the sale of the 
same or similar appliances by the dealer at the same 
time. Complete coordination of efforts should result. 


companies bring the suggestion from utility executives that 
electrical wholesalers should initiate and direct all appliance 
merchandising campaigns in their territories 


Results of 


The discussions of the three specific 
Conferences 


questions presented to the holding com- 
pany executives at these conferences 
may be summarized as follows: 

1. All considered the electrical wholesaler as indis- 
pensable and of major importance in the distribution 
of electrical appliances in their operating territories. 

2. (a) Only three of these holding companies pre- 
pare merchandise calendars and programs for their sub- 
sidiaries. 

(b) No sales effort is made on small appliances by 
three other holding companies. 

(c) The subsidiaries of the eight other holding com- 
panies either prepare their own appliance calendars or 
have none. 

3. The appliance merchandising programs of the 124 
central stations that have them are available to the 
wholesaler. 

The central station executives professed to welcome 
personal contact with the wholesaler and stated they 
would like to see much more of it. 


Suggestions 


At every conference the wholesaler’s 
by Utilities 


relation to the rest of the industry was 
stated and whenever necessary his func- 
tion and necessity described. That procedure was well 
received by the utilities as it afforded an opportunity 
for direct discussion. 

The relation of the utility to electrical appliance mer- 
chandising and sales promotion was always given atten- 
tion. Remarks as to the desirability of frank discussions 
between a representative of N. E. W. A. and the utility 
management concerning trade practices and policies, and 
the better understanding fostered thereby, were fre- 
quently heard. These interviews produced several sug- 
gestions of especial value to wholesalers active in the 
dealer trade. It was suggested by the utility executives 
that : 

1. All contacts are valuable. Many central station 
executives are required to contact the electrical whole- 
salers in their respective territories. It is not possible 
always to do so as frequently as they desire. In order 
that more frequent meetings between the central station 
management and the wholesalers may occur, they sug- 
gest that the wholesaler call more frequently on the 
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central station manager. Many subjects of common in- 
terest can be discussed, often to their mutual advantage. 

2. The electrical wholesaler, because of his peculiar 
“liaison” position between producer and dealer, should 
always actively inject himself into the local electrical 
industry. He should initiate and lead movements for 
improved conditions. A respect for his executive and 
inspirational abilities should be created by his more pro- 
nounced activity in cooperative efforts. 

3. Unanimous approval was given to the underlying 
reason for the survey. In the opinion of each of the 
executives interviewed, an appreciable increase in the 
sales of electrical appliances should result from the 
effort to regularly inform the wholesalers in advance of 
the central station’s merchandising plans. It was sug- 
gested that the wholesalers located in territories where 
the central station merchandising operations conform ‘to 
a definite program should be certain to secure them, 
either from N. E. W. A. or from the operating manage- 
ment. 

The central stations then proposed that the wholesaler 
contact the local management to thoroughly familiarize 
himself with the plan of campaign. Frequently the 
wholesaler may discern ways by which such campaigns 
could be made more productive. These comments are 
solicited and would tend toward closer cooperation and 
understanding. 

4. Central stations operating without prearranged ap- 
pliance merchandising plans would appreciate the active 
interest of the wholesaler in preparing periodic cam- 
paigns. 

5. Some central stations do not merchandise small 
appliances. They suggest that the wholesaler consult 
them regarding appliance programs that they propose to 
promote. Their support of, or participation in, any such 
campaigns would gladly be offered if the wholesaler 
would suggest an acceptable procedure. Every effort 
would be exerted to insure the success of such cam- 
paigns. 
Wholesaler 


6. This suggestion is especially note- 
Leadership 


worthy in three respects ; 
(a) It was offered by the executives 
of two of the leading holding companies. 

(b) It is revolutionary, practical and provides the 
opportunity for which the wholesalers as well as the 
dealers have been seeking. 

(c) It indicates the trend of the utilities toward pro- 
motional rather than merchandising responsibility in the 
field of electrical appliances. 

The premise upon which this suggestion is based is 
that the electric utility by necessity and not election, has 
been required to merchandise electrical appliances. They 
desire only, they state, to provoke the use of these appli- 
ances. The dealer’s function is to capitalize on such 
promotional effort and provide the organization for their 
sale, which the utility regrets has not been satisfactorily 
accomplished. 

The following program was offered for consideration. 
The electrical wholesalers should initiate and direct all 
appliance merchandising campaigns in their territories. 
By availing themselves of the specialized talent placed 
at their disposal by the manufacturers whom they rep- 
resent, a very comprehensive and practical appliance 
sales and promotional program should result. 

Such a program should be planned and arranged on 
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the calendar basis, i. e., by planning by periods, for 
some months ahead. All of the electrical wholesalers 
in a territory should meet and contribute ideas to the 
general program. When completed the program should 
be again closely checked at a meeting of all of these 
wholesalers and agreement reached so that the plan in 
its final form has full approval. The program as finally 
completed and approved by the wholesalers should then 
be submitted to the utility for suggestion and approval. 

When, finally, the program has been approved by 
wholesalers and utility and each one’s participation and 
responsibilities assigned and accepted, a general meeting 
of utility, wholesalers, dealers, contractors and other 
active resale outlets should be arranged. This meeting 
should be presided over by a wholesaler, selected by 
the wholesalers’ group. Thus would leadership in the 
merchandising program be assumed by the wholesalers 
as it should be. 

With such a procedure the belief was expressed that 
every member of the local industry would display a 
keener interest because of his personal participation in 
the formulation of the plans. 

Both of the proponents of the foregoing suggestion 
believe that the central stations would welcome and 
actively support any such local program relieving them 
of the necessity of selling appliances, while at the same 
time reasonably assuring them of an aggressive and 
successful plan of merchandising by the other branches 
of the industry. 


Other Utility 
Opinions 


1. Appreciation was expressed by 
every executive of the effort by the 
electrical wholesalers, through their 
national association, to personally contact their holding 
companies and discuss mutual problems. 

2. Very favorable comment was made of the attitude 
of N. E. W. A. members toward utility merchandising. 

3. Use of the electrical wholesaler as a source of 
supply was found to be increasing in the cases of nearly 
all of the utilities contacted. 

4. Although the holding company exercises executive 
control, in numerous properties wide latitude is granted 
the local management in its buying and merchandising 
operations. 

5. Without exception, the wholesaler was acknowl- 
edged to be the logical merchandiser. 

6. The utilities were agreed that only the necessity 
for increasing the load on their lines continued them 
in the business of appliance merchandising. 

7. Opinion was general that, with that necessity re- 
moved, they would be enabled to withdraw from active 
appliance merchandising. 

8. In the event that no appliance sales effort was 
required from them, the utilities generally still regard 
their promotional support as necessary. 

9. The three major appliances, water heaters, refrig- 
erators and ranges, will require the active sales and pro- 
motional effort of the utilities for some time, was every 
company’s opinion. 

Included in the report sent to N. E. W. A. members 
is a very complete list of central station operating com- 
panies, their holding company affiliations, location of 
principal office, information as to whether or not they 
sell small appliances, have an appliance calendar and 
whether such calendars are prepared by the operating 
company or the holding company. 


19 








Super-Service for Loyal Dealers 


Vv 


There is a difference between purchasers and customers. The Double- 
day-Hill Electric Co. is well aware of this fact and goes out of its way to 
render service to those dealers who display unusual loyalty 


HERE is a limit to 
if the service and help 
that can be given a 
dealer. With the keen 
competition of today this 
fact is often overlooked 
and supply companies 
wake to the realization 
that they are giving serv- 
ice to certain customers 
all out of proportion to 
the present and future 
business to be derived 
from that account. 
While all our custom- 
ers get their full share 
of service, we recognize a 
difference in the amount 
deserved by each. With 
our system those dealers 
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President, Doubleday-Hill Electric Co. of the South 
Washington, D.C. 


decreasing the profits of all the wholesalers 
with whom they do business. It is only fair, 
therefore, to give super-service to those dealers 
who give us the majority of their business and 
so make their accounts profitable. 

There was a time when the dealer thought 
that in order to be a good fellow he had to 
split his business among a number of houses. 
He operated along the same lines as the young 
lady looking for good husband material, be- 
lieving that competition stirs up greater desire 
among competitors. Fortunately we have 
reached the stage where a 
goodly number of these maid- 
ens of business have taken the 





who aggressively push our 








lines receive extra help. For 
instance, in newspaper copy 
which we run on appliances 
and radio cooperative dealers 
are mentioned in the adver- 
tisement. Those referred to as 
“and other dealers” at the bot- 
tom of the ad know very well 
that the way to have their firm 
mentioned is to get out and 
push the line. 

The cooperative dealer sell- 
ing our motor driven appli- 
ances also gets special help. If 


rial, 


is the best policy 


There was a time when the dealer thought 
that, in order to be a good fellow, he had to 
split his business among a number of houses. 
He operated along the same lines as the 
young lady looking for good husband mate- 
believing that competition stirs up 
greater desire among competitors. 
nately, we have reached the stage where a 
goodly number of these maidens of business 
have taken the married woman's view that 
100 per cent devotion to one deserving house 


married woman’s view that 
100 per cent devotion to one 
deserving house is the best 
policy. 

Our 100 per cent wholesale 
policy is another aid to dealers 
and our store location makes 
this doubly important. As our 
building is’ in the downtown 
section of Washington we 
have many passersby who look 
at our windows and note the 
appliances offered. Frequently 
they come into the store and 


Fortu- 





make inquiries. The goods are 








he is doing a real job and buys 
a certain number of machines 
we loan him a demonstrator. 
If he is just another one of 
those customers who would like to have a machine in 
his window in case someone should come in and ask to 
buy it he pays the regular price, 

While we feel that we give every customer on our 
books as good service as can be had in this territory we 
do have super-service for super-dealers. In other words, 
we have certain customers who buy all possible goods 
from our firm instead of ordering a bit here and a bit 
there from several wholesalers. In the latter case these 
dealers are simply increasing the operating costs and 
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explained and they are re- 

ferred to their neighborhood 

dealer or some dealer with 
whom they have done business. The dealer is then given 
the name of the customer as a prospect. 

Whenever possible our salesmen aid the dealer in 
dressing his windows with our lines that he is pushing 
and very often they are able to suggest better displays 
because in traveling around they note those which are 
most effective. If a customer happens to be in the store 
of the dealer and is interested in the purchase of some 
appliance our salesman helps the dealer by demonstrat- 
ing the machine and generally assisting in the sale. 


ELECTRICAL WHOLESALING 
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The intelligent dealer considers value more than price 
in his buying today. For instance, he knows that by 
shopping around here and there and losing hours of time 
in interviewing salesmen he can perhaps save a few cents 
on a number of items. However, he realizes that the 
advice and help of an intelligent salesman is worth a lot 
to him. He has a right to expect that the salesman is one 





course in salesmanship available for all of our salesmen. 

The follow up by mail system is a big help to each sales- 
man in getting dealer business. When he sees the dealer 
is interested in a certain line, or believes he should han- 
dle it he makes a note of that fact in his report. The 
home office then mails this customer literature on this 
line, or writes individual letters as the situation may 


who is keen to observe successful methods and has orig- require. In this way the dealer is not allowed to forget 


inal ideas of his own, all of which he is willing to pass 
on for the benefit of the customer. He knows that the 


salesman can advise him on 
the trend of business and buy- 
ing habits and will help him 
in closing sales. Service of 
this kind goes to customers, 
not purchasers, of any elec- 
trical wholesaler. 

Direct mailing of circulars 
offers another means of in- 
creasing the dealers’ business 
and our salesmen are continu- 
ally pushing this idea for the 
mutual benefit of the house 
and the customer. 

Just as the growth of our 
dealers directly affects our 
prosperity so does the growth 
of our salesmen. For that 
reason we have lectures and a 
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The intelligent dealer considers value above 
price. 


By losing hours of time interviewing many 
salesmen he can perhaps save a few cents. 


He realizes the value to him of the advice 
and help of the _ intelligent wholesaler's 
salesman. 


He expects the salesman to give him orig- 
inal ideas, to advise him on business trends 
and to help close sales when necessary. 


This super-service is given to loyal custom- 
ers, but is not available to those who are only 
purchasers. 











the proposed line between visits of the salesman and 
when the latter calls sales resistance is materially low- 


ered. Very often the sales 
letters bring mail orders in 
reply. 

The salesman’s reports are 
very simple as we believe he 
should spend his working 
hours calling on customers or 
planning sales—not in doing 
office work. For that reason 
the report on each customer 
has only four spaces that are 
quickly filled out: 1. Will re- 
ee (the salesman 
inserts here the names of items 
the customer should require 
in the near future. This serves 
him as a reminder for his next 
call or the office as a tip on the 
type of direct mail advertising 
to use). 2. No wants ...... ie 
OS GRR ssasews 4. Order 
veaudews These are simply 
checked by the salesman. 





The situation on radio needs no 
comment, but out of the troubles of 
the radio dealer have come an added 
opportunity for the wholesaler’s sales- 
man. A few years ago the radio dealer 
would not consider handling other 
lines. Now he is glad to consider profit 
possibilities in such items as lamps, 
vacuum cleaners, washing machines, 
ranges, 
heating appliances and other specialties. 

Our salesmen cover certain territo- 
ries and call on every account in that 
territory whether it be central station, 
contractor, electrical dealer, hardware 
store or radio shop. In addition to the 
regular supply salesmen we have spe- 
cialists on both radio and incandescent 
i lamps. 
é These specialists give their dealers 
considerable help and assist them to 
become better merchandisers. They 
naturally spend most of their time on 
those dealers who are actively pushing 
our lines. The work of the specialists, 
or merchandising advisors, is largely 
sales promotional and this is just one 
more way in which we help those deal- 
ers who are really trying to help them- 
selves and whose loyalty makes super- 
service possible. 


refrigerators, food mixers, 
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The Wholesaler's Importance 
In Radio Distribution 


HANNELS through which the $599,777,000 
worth of radio sets, parts and accessories moved 
from the factory to the retail store or the con- 

sumer in 1929 and the costs of distributing goods 
through these respective channels are reported in detail 
in the second trade study issued from the Census of 
Wholesale. Distribution. 

Of the $599,777,000 trade in radio sets and equip- 
ment, the electrical trade accounted for 88.6 per cent. 
Nearly two-thirds of this $531,539,000 was handled by 
wholesale merchants of the full-service type. 

Second in importance was the automotive trade which 
sold $25,967,000 worth of radios and equipment. An 
additional $18,696,000 passed through 
the hardware trade. These three trades 


Trade study based on 1929 Census of 
Distribution reveals the dominant posi- 
tion of the wholesaler in the radio field. 
Sales and expense data for radio whole- 
salers is also contained in new publica- 
tion of the Department of Commerce 


Some of the charts contained in the report are here 
reproduced. 

This report (Bulletin W-202) is obtainable from the 
Superintendent of Documents, Government Printing 
Office, Washington, D. C., at a cost of 10 cents. 








together accounted for 96.1 per cent 
of the total, the balance being sold by 
the amusement and sporting goods 


trade, the furniture and house fur- SALES TO PER SALES TO CER. 
nishings trade and a number of less mowsmamueacTunene — 0.4 
. OWN WHOLESAL " 
important trades. onanenas os GY 
Of the total volume of wholesale "ote ieremece | 73 own wmoressce |Z nen 
: . TRANSFERS BRANCHES f 
radio business wholesale merchants 
(service wholesalers) handled 64 per 
RETAILERS 3.7 
cent; manufacturers’ sales branches 30 ceuiiade amma 
AND INTERPLANT 8.6 
per cent; agents and brokers 4.6 per Tnanorene f 
cent; and chain store warehouses 1.2 
per cent. No less than 794 wholesale oistecetans ie 
. . . . . LESA . 
establishments specialized in radio 


sets, parts and accessories, with net 
sales of $486,079,668, all of them be- 
ing classified in the electrical trade. 
Of these establishments, designated as 
radio specialty houses, 641 consisted 
of wholesalers of the conventional 
type, 43 were manufacturer-owned 
wholesale branches, 96 were agents 
and brokers, and 14 consisted of mis- 
cellaneous types. 

The average cost of doing business, 


AGENTS ANDO 
BROKERS 


SALES THROUGH 


Figure 1.—MANvFACTURERS’ SALES CHANNELS FOR RabDIO RECEIVING 


SELLING VALUE 
RADIO TUBES 
$47,928,000 = 100% 


SELLING VALUE 
RADIO RECEIVING SETS 
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WHOLESALERS 55.9 





SALES THROUGH 








Rie 


{ 5% 





AGENTS ANO 


BROKERS 20% 











SETs AND TUBES 





exclusive of interest on invested capi- 
tal and of rent of owned buildings, 
was 15.89 per cent of net sales for 
wholesalers specializing in radio, while 
manufacturers’ wholesale branches 
showed a cost of 15.63 per cent. For 
wholesale merchants operating costs 
declined as the size of the business 
increased, the large scale establish- 
ments showing the lowest costs. In all 
instances the small firms showed the 
highest costs of doing business. De- 
cided advantages are shown for whole- 
sale merchants covering a sales terri- 


8 $88 





Figure 3.—SALEsS AND EXPENSE COMPARISONS FOR WHOLESALE MERCHANTS ' 
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tory under a 75 mile radius. 
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Fig. 3 (Left) For the apart- 


ment or small home 


Fig. 2 (Right) For the 
small apartment 


Three Types of 
Alll-Electric Kitchens 











Three designs for modern, all-electric kitchens suitable 
for installation in the display rooms of those specialty 
distributors who handle both ranges and refrigerators 


to minimize the house- 

wife’s work is receiv- 
ing increased attention in 
designing homes. The ac- 
companying photographs, 
taken in the Westinghouse 
National Sales Showroom, 
200 Fifth Avenue, New 
York, show some recent 
examples of modern kitch- 
en layout. 

Figure 1 illustrates a 
kitchen for a medium-sized 
home. At the left, recessed 
among cupboards, is the 
electric refrigerator ; and at 
the right is an automatic, 
four-plate electric range. 
Also at the right, mounted 
in the wall, can be seen the 


p LANNING kitchens 











Fig. 





For the medium sized home 











cupboard space is provided 

Compact, convenient ar- 
rangements of refrigerator, 
sink, range, and cupboards 
have been made imperative 
by the reduction of kitchen 
space in small apartments 
and houses. Figures 2 and 
3 show two kitchen designs 
utilizing to the utmost the 
limited space allotted them. 

The kitchen in Figure 3 
has a three-plate automatic 
electric range with top oven. 
Above is an electric exhaust 
fan. Figure 2 illustrates 
the economical use of an 
even smaller space. The 
apartment model electric re- 
frigerator fits neatly below 
the drainboard of the sink, 





nofuze load center, which avoids the use of fuses in and the top of the two-plate automatic electric range is 
circuit protection and provides easy control of house flush with the top of the sink. Cupboards are provided 
circuits from a central point.. Ample, easily-reached both above and below the sink, also below the range. 
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LINE of WALL PLATE MERCHANDISE 


AN AMAZING ANTI-DEPRESSION DEVELOPMENT 
BY 


PASS & SEYMOUR, Inc. 








F. B. RAE JR. 


R. H. PASS’ V. R. DESPARD 





Cc. L. NICHOLSON II. 
MR. J. W. BROOKS WAS NOT PRESENT WHEN ABOVE 


PICTURE WAS TAKEN 


"A a political convention, the 
candidate does not make his 
own nominating speech — in court, 
the litigant does not plead his own 
case — the author does not review 
his own book, nor the musician ap- 
plaud his own performance. Self- 
praise is cheap praise. 

"Which is the reason why, when 
it came time for us to announce to 
the electrical industry this new P & S- 
DESPARD development in wiring de- 
vices, we decided that, instead of 
telling the story ourselves, we would 
have the presentation made by 
someone with an outside viewpoint. 

"We chose Frank B. Rae, Jr., for 
years a writer on merchandising 
matters in the electrical press, for 
years advertising counsel to three of 
the most prominent middle west 
electrical wholesalers, a man who 
executed several important commis- 
sions for the old Electrical Jobber's 
Association and whom we consider 
well qualified for this undertaking. 

"Mr. Rae's presentation of the 
new P & S-DESPARD Line, we feel, is 
a conservative appeal to common 
sense. He tells you in his own man- 
ner the advantages accruing to 
those who distribute and use this 
material." 


—R. H. PASS, President. 
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LINE of WALL PLATE MERCHANDISE 


@@ When Pass & Seymour asked me to prepare this announcement, 
| figured it was just another writing job. 


"Then they showed me the new Despard Line and—what a shock! 


"For these new devices are so revolutionary in conception, so 
amazing in mechanical design, and have such potential merchandis- 
ing possibilities that they promise to affect the whole future trend 
and development of the wiring business. 


"Don't take my word for this. 


"Read the story—examine samples—and decide for yourself. 9® 


—F. B. R. Jr. 
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HE wiring device business 
is shot. 


In making this statement, I am 
violating no confidence nor am I 
telling any news. Everybody 
knows that the wiring device 
business is shot. Many whole- 


salers even believe it is dead. 
But it is NOT dead. 


What's dead is not the wiring 





device business but the PROFIT 


on that business. 
* * * 


What killed this profit? 
The depression—of course. 


With building construction at 
low ebb, the sale of wiring de- 
vices has naturally decreased. 


Lower prices, and conse- 
quently lower profits, have not 
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Today 


prices are lowered to a point 


solved the question. 


which makes it dificult for any- 
one to make even a small legiti- 
mate profit. Jobber, manufac- 
turer and contractor-dealer have 
all been trying to sell sufficient 
material to make a profit. A 


steadily declining market has 








made this extreinely difficult if 
not impossible. 


It appears that building may 
continue at a low ebb and there- 
fore this condition is likely to 
continue, BUT—- 


The realization of this very 
plain truth determined P & S to 
RE-ESTABLISH ON A PROF- 
IT BASIS what business now 
exists and to place the electrical 
wholesaler in a position to make 
REAL MONEY on his wiring 


device turnover. 


Examine your present lines of 
flush switches, power outlets and 
accessory wall plate devices, and 
you will find that you need from 
85 to 180 different units to carry 
a complete stock. Even then 
every requirement is not taken 
care of. 


These many units, in quanti- 
ties sufficient to serve your trade, 
represent, first of all, a substan- 
tial investment in money. But 


that is only a part of their cost. 
In addition to the money cost is 
the service cost. A line having 
125 units requires 125 spaces on 
your stock shelves, 125 numbers 
in your catalog, 125 stock rec- 
ords, 125 of each and every step 
in the routine of purchasing, 
transportation, checking into 
warehouse, distributing on 
shelves, finding for orders, check- 
ing out on orders, invoicing. 
Every one of these steps in your 
process of rendering a wholesale 
service to your customers costs 
you money, increases your over- 
head, adds to your necessary 
mark-up, eats into your profits. 


* * * 


P & S attacked this problem 
first. 


“Why do we need so many 
units for complete service?” they 
asked, and when they had finally 
answered that question they had 
evolved the Despard line of wir- 
ing devices consisting of only 23 
major interchangeable units. 


These 23 major interchange- 
able units can either be used as 





individual devices or can be as 
sembled in as many as 59,244 
combinations. 


So the first step by P & §S re- 
duced the listing to approxi- 
mately one-sixth of what was 


formerly considered a complete 
line, and at the same time they 
have placed the jobber in a posi- 
tion to render a far greater serv 
ice than ever before. 


Next came the question of the 
wholesaler’s stock investment. 

This problem, of course, is 
linked with price, and price is 
linked with quality. 


Right here, let me emphasize 
that P & § absolutely WILL 
NOT make or sell any but the 
highest quality of wiring devices 
of which they are capable. Don’t 
look to them for material built 


D>. &# 


down to a price. You won't 


find it. 







In designing the Despard line 
their constant question was, 
“What's the simplest way of 
making this RIGHT?” 


They did not whittle down 
the gauge of metal, did not adopt 
forms of construction which 
would just “get by.” They sim- 
ply used their ingenuity, their 
long and successful experience, 
their good common sense, to de- 
velop a line of wiring devices in 
which every component is sim- 
plified, every manufacturing 
operation reduced to a minimum. 


The result is low cost of man- 
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ufacture—and low cost of man- 
ufacture means low selling price. 


To sum up this point, an in- 
vestment of $400.00 in the P & 
S-Despard line of wiring devices 
enables the wholesaler to serve 
his trade as promptly and as ade- 
quately as a $5,000.00 invest- 
ment has done heretofore. 


Think that one over. 
* * * 


And next—turnover. 
It is characteristic of the con- 
servatism of P & § officials that, 


in their discussions with me, 
they would not commit them- 
selves definitely on this point. 


“Obviously, the turnover is 
many times greater,” they said, 
“but until the market is more 
nearly normal, nobody can say 
exactly HOW MANY TIMES 
GREATER the actual turnover 
will be.” 


Well, since they won't com- 
mit themselves, let us evolve a 
few figures of our own: 


Let us say that 500 whole- 


salers have been carrying com- 
plete stocks of old type material 
with an average investment value 
of $5,000.00 each and that alto- 
gether they do a million dollars 
a month in this material. That 
gives them a turnover of 4.8 
times per year. 


Next, suppose 500 wholesal- 
ers carry complete working 
stocks of the P&S-Despard 
Line with an average investment 
value of $400.00 each, and that 
they do a total volume of only 
half a million dollars a month. 


The Despard line of wall wiring devices consists of— 











Single Opening 





Two Gang Two Opening 


RADIO PLUG CAP 








SEVEN WALL PLATES 





Two Opening 





Three Gang Six Opening 


ATTACHMENT PLUG CAP 





Three Opening 





Two Gang Six Opening 
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That gives them a turnover of 
£ 30 times a year. 





In the first case, if they turn 
the material at a net profit of 

% they would be making an- 
nually about 24% on the money 
invested: in the second case, on 
half the volume but with the 
same 5% net profit on sales, 
they would be making 150% on 


the money invested. 


The line being patented aids 


a fair profit and will discourage 
“chiseling.” The 5% 
mentioned above is taken for 


profit 


comparative purposes only. The 
actual profit will be considerably 
greater on the Despard line. 
These are, I repeat, what are 
called ‘“‘Chinese statistics,” 
founded entirely upon supposi- 
tion. P & § do not sponsor 
them. Yet if you will cast back 
over your pre-depression wiring 
device business and do a little 
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actual experience, I believe that 
you will decide for yourself that 
the 
turnover alone will enable you 
to “get back that profit with the 
P & § - Despard line.” 


* * * 


The P&S-Despard Line 


practically halves transportation 


inevitable acceleration of 


costs. 


This is because the material is 
both light and compact. 


the P & S distributor in getting 


figuring based upon your own Your cost of materials, of 








FIVE 





OUTLETS AND TWO STRAPS 


a 


Bell Push 





Blank Insert 
(with knock-out for cord) 











Single Pole 





Night Light 











Convenience Radio Outlet Outlet 
Outlet with pig-tail 
for pilot light { 





3-opening Strap 1-opening Strap 


FOUR SWITCHES 


Double Pole Three Way 
FIVE ACCESSORIES 


=D 





Name Plate 
Lock Switch Lock Switch 
Hood Key 





Four Way 





Box Divider 
(To isolate radio outlet or 


bell push) 
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UNUSUAL ASSEMBLY OF LOCK SWITCH, NIGHT LIGHT, BELL PUSH, NAME PLATE AND BOX DIVIDER 
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SUGGESTS POSSIBILITIES OF P & S - DESPARD LINE. 






The switch, outlet or other major interchangeable unit is placed 
in one of the cblong openings in the mounting strap. A quarter- 
turn of the screw driver bends the metal side of the oblong 
opening inward, forcing it into a corresponding slot in side of 
the switch (or other interchangeable major unit), holding same 
firmly in position. The routine may be reversed to remove any 
unit from the strap in case of error or change. Knock-outs in 
the wall plate permit the switch lock hood to be screwed into 
position from the back of the plate, thus preventing tampering. 


Also to prevent tampering, the screws which affix the wall plate 
of lock switch assemblies have two holes at the edge instead of a 
slot across the head, and these holes fit two small prongs at the 
end of the switch key, so only one who has a key can remove 
the plate. These are but a very few of the many ingenious design 
features of P & S - DESPARD material. To appreciate how you 
can assemble 59,244 wall-plate combinations from only 23 major 
interchangeable units, you must see the material itself. 





course, is your LAID DOWN 
cost—not merely the price you 
pay —so a saving in freight 
means just as much to your net 
as an extra margin in price. 


Just by way of example, the 
Despard line can be shipped all- 
rail from factory to the Pacific 
Coast at about the same trans- 
portation .cost as standard fit- 
tings shipped by water via Pan- 
ama Canal—at a saving of four 
weeks in time. Or if the Despard 
line and standard material were 
both shipped by the same route, 
the freight saving on the Des- 
pard line to the Pacific Coast 


would be about half that of 


other devices. 


In using the Pacific Coast as 
an example I obviously take the 
extreme case, but do so simply 
to emphasize the importance of 
this factor. Savings in freight 
and cartage can do a lot toward 
turning red ink black on a closely 
figured job, no matter where you 


are located. 


The mere fact that the mate- 
rial is light in weight and com 
pact in size enables the jobber to 


make a considerable number of 
his shipments by parcel post at a 





saving, plus the advantage of 
store-door delivery. 


* * * 
And finally, price. 


I have said that you can NOT 
look to P & § for cheapness. I 
repeat this statement. 


But you CAN look to them 
for economy. 


In the Despard line you find 
all the qualities of top-price 
merchandise—super-strong con- 
struction, highest grade materi- 
als, skillful workmanship, con- 
scientious inspection. Nothing 
is skimped. 





VM 





September, 1932 


ELECTRICAL WHOLESALING 


31 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Yet the Despard line costs less 
installed. 


You have only to figure any 
normal wiring specification with 
the Despard line against other 
material to prove this. 





The Despard line costs less 
installed. 


* * * 


So here, then, is a line of wir- 
ing devices that—- 


(1) Greatly reduces the num- 
ber of stock items— 


(2) Increases the number of 
possible combinations to 
59,244— 


(3) Reduces the wholesaler’s 
investment from $5,000.00 
down to $400.00 for equal 
adequate assortment— 


(4) Reduces freight and cart- 
age by as much as 50%— 


(5) Increases stock turnover 
many times— 

(6) By speeding turnover it 
multiplies the percentage of 


profit you make on the money 
invested— 


(7) Reduces overhead ex- 


pense— 
(8) Costs least installed. 


That is how P & S with their 
new and amazing Despard line 


have put the profit back in the 
wiring device business. 


* * * 


The 23 major interchangeable 
units make, as I have said before, 
59,244 different combinations, 
meeting every conceivable prac- 
tical requirement. The catalog 
sheets covering the P & S- Des 
pard combinations show line 
drawings of 112 of the more 
generally useful combinations, 
complete with wiring diagrams. 


Combinations are all built up 
easily, speedily and most eco- 
nomically by the contractor on 
the job or at his shop, thereby 


ntnioum/iim 


em 





minimizing stock investment and 
eliminating the expense and time- 
loss incident to specially ordered 
factory assemblies. 


* * * 


And now we come to the 
most important feature of the 
Despard line: 


They give the wholesaler a 
line of fundamental wiring con- 
struction material which can be 
handled by him on less invest- 
ment, with faster turnover, with 
lower freights, at competitive 
prices—and which mechanically 
are as far superior to anything 
heretofore offered as a Ford 
model “V-8” is ahead of the old 
model “*T.” 


That is what P & S have 
done. 


And yet, it is not what P&S 
have done at all. 


What they've REALLY done 
is to make MERCHANDISE 


out of mechanic's gadgets. 


When a contractor installs a 
wiring job, his pipe, fittings, BX, 
knobs and tubes, No. 14 wire, 
friction tape and soldering flux 
are just so many items in a work- 
ingman’s kit. They rate with his 
pliers, screw driver and hack- 
saw. 


Wiring devices used to rate 
the same. 


A wiring device, to the aver- 
age citizen, is a brush-brass plate 
in which is set a push button, 
toggle switch or plug receptacle. 


P & S$ have changed all this. 


With the advent of the Des 
pard line, wall plate wiring de- 
vices become MERCHAN- 
DISE. 


The contractor can go back to 
all those homes he under- 





equipped during the boom times 
and he can tell the lady-of-the- 
house how cheap and easy it is 
to do the job RIGHT. He can 
offer to put a pilot light, a plug 
receptacle and wall switch for 
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her flat iron—all in the same box 
in which he had previously 
placed only the single plug re- 
ceptacle. He can tell her how a 
bell push, an identifying night 
light and name plate will go on 





the front door molding in place 
of the present none-too-reliable 
four-cent push. He can sell her 
an upstairs night light to protect 
house guests from barging into 
door jambs, a lock switch to pro- 
tect the garage lights. He can 
show her how the radio can be 
wired into a neat sidewall recep- 
tacle instead of being a mess of 
tangled wires all over the north- 
west corner of the living room 
floor, how a one-finger switch at 
her bedside will scare off bur- 
glars at midnight, and another 
start the coffee percolator to 
perking at seven o'clock next 
morning. 


What I am trying to say is 
that this material P & S is mak- 
ing is MERCHANDISE, that it 


has popular sales appeal, and 
that with a little firm concen- 
trated effort by keen-witted 
wholesalers and their representa- 
tives, a substantial amount of 
business — AT PROFIT — can 
be had right now by contractors 
and wiremen who are at present 
tightening their belts. 


* * * 


I think, really, that this is 
P & S’s most substantial contri- 
bution to the trade. 


They have given you lower 





investment, cheaper freight, 
faster turnover, better average 
margin, on wiring devices. 


But most important, they 
have made wiring devices MER- 


CHANDISE. 


They have given you some- 
thing your contractor customers 


can SELL. 
And sell at a PROFIT. 


aa 


They have made MER- 
CHANDISE out of what was 
yesterday a mess of mechanic’s 
gadgets. 


* * * 


Well, what are you going to 
do about it? 


If you have read this far it is 
obvious that you are interested 
—as who ISN’T interested in 
putting profit back into the wir- 
ing business? ‘The next step 
then, is quite plain—tie to the 
P & §- Despard line and then 
give it your whole-hearted sup- 
port from the very first moment 
you are fortunate enough to 


have this outstanding merchan- 


dise in your warehouse. 





P & S anticipate the accept- 
ance will be immediate and the 
demand great— even in these 
times. 


You have heard the story of 
the early bird? 


PASS & SEYMOUR, Inc. 


Solvay Station, SYRACUSE, N. Y. 


NEW YORK 





CHICAGO 





Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 


a selected list of electrical wholesalers and specialty distributors. The figures 


show the number of reports on each item received from each zone 
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Zone | Zone 2 Zone 3 | Zone 4} Zone 5 | Zone &| Zone 7| Zone 8 | Zone 9 
COMMODITY ~ 3 3 i 
3) | 3 3/5] 3/315] 8] 3) 3] 3] 3] 5) 3/3) 31 Sali gi sialzlgia3 
OlwlalOlulalOlulalO/ulalOlulal/OlulalOlulal@OlulalOlula 
ee arent soars) Poor Poor Fair Poor Poor Poor Poor Fair Fair 
Conduit OLLI S71 4) 770); 2, 07177107010); 8 sO; 1; 270;/0;3 JO; 2/1; 0; 141 
Conduit Fittings, Boxes, Accessories} 0/2) 1/1/5;/;7/0;/3;/0;1/7})10;0/0;);8;/0;/1;);2;/0/0;);37/0;/1/2];0/1)1 
Fuses OFT 271; 6); 770717270) 6)12/0)3); 5711/0); 270; 2);170);2);110);2)0 
Miscellaneous Supplies —.............. OZ 10; 8 671 2 O71} 7) 8072/6710; 270;/0;3 JO; 2/1012 07. 
Safety Switches & Panelboards......10/) 2) 1)1/5)7/0)3);0)0;8/9/0/2)/6;/0;/1;);2;/0;);1)/2])2/;0;}1]/0;2)0 e 
Tools O11); 170/0)/10}0);0)/370/)1)10}0);0)/670;0);270);0;21/0;0);1];0/0) 1 
Wire & Cable OPP 2ZTTL 7/5 FO; 2 TPT 6 UFO;  7PO; tr 270s O77 rt tr yoryrsi 
Wiring Devices OL 1271; 67,670); 2; 171)8)970)3;5 7011); 270) 1);21,0);2)17;0)2)0 
Outside Construction Materials...../9)9)1/0/2);9/0}1})272;);2)8]/0;);1)7})1};0/2101/0)/3 }0)0);2})0;0)2 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting 
Equipment OOP STIS 9F OTT 270; 8 | SLO; 7O; 1, 2PO VT 2ZPO; TT Tyoyrii 
Motors & Control O}O;271131810)/0)/310)2 10/0/00; 8/0; 1; 2PO 1 2ZPO;TT Tr Poyrit 
Switchboards & Accessories .......... LOO; STO; 6/57/0107 3 0/0; 8 OO; 7/0; FT) 2FO;O;2POT TL TPO;o;2qy. 
Telephone & Signal Equipment........ 07/0;2/0/3;)8;O;T) 270]; TT ]O;0;6;0;1);270)/0);270);07/270);0)2 2 
Commercial Equipment —........... O;T TPO; TOTO; 0; 370; 1) 770)1)570);0;370/07210'0)210)0)2 
Industrial Equipment ........................ 0;O0/;17/0/0)10;0)1);27,0)0);710)0;6},0);0);370;0;2]0;0)1);0);0)2 
Ventilating & Air Conditioning 
Equipment. OPT TTI S)/67O;O; STOTT TL Ty 57O}0;370/0);2 0/0; 1 OF; 1; 1 
C—APPLIANCES AND SPECIALTIES | Poor Poor Poor Poor Poor Fair Poor Poor Fair 
Counter Merchandise | 0 | 2] 11011 /3|/0)]3/0|1j11(6|0/3|510|310|0|/3|0]0|1|3|0\2]/1] ~ 
Electric Clocks O11) 270)213 70/013 70) 1)I5 10/0; 870; 2/170; 1} 1; O;1) 37010) 2 
Fans O11) 270; 211 FO; 2/170) 5 113/014) 470; 1 271, 1} 1; O;o 3s t1} 01,0 
Heating Appliances 2] 0) 1) 2/015 0700/0) 310) 2 1510/1) 77/0; 0;/3/0;/0)/3 JO; 1 270) 1) 1 
Incandescent Lamps ......................... OO; 2111310; 270; 2,171); 91 870; 4) 470; 2,170; 1} 271); 2;170);2)0 
Oil Burners OO; T LO; O; 40} 0; 170)0)310)0) 47,0) 1) 070;/0) 71 ;O;T ,O;O; TSO] | 
Radio O;O013 1013; 870} 1' 2101/3 0/0; 0/ 47,0; 2/010); 1] 1 Pt lO; 3;0;1)27 8 
Ranges & Water Heaters................ O}O]2Z/1/ 3/6 /Ol/O; ZO} 1; SfoOljolesir}1j2fojo;2jo;2}1foj;1jo;® 
Refrigerators O; 1; 271121470) 2;/070)/3 (57/0) 3/271 0; 070; TT PIy Ty ryoOy1)0 
Residential Lighting Equipment...) 0) 1)/1/)1/2)/7/0);0)3]}0/2/1I2;/0)/1/5/0);0;/2;/0;)/1)/2];,0;/1;);1);0)1)1 
Trains & Toys. 0/0;17/0/0)/7/0)/0);31/0/0/6/0/0)/47/0;0;1/0/0)110;0/1);0/0)1 
Vacuum Cleaners 0;1;210)4]10};0);0)/370)4/14/0/2);47/0)1);2)0);2;1]70;0/3]70;2)0 
Washing & Ironing Machines.......... OZ TTT 6,670; 2; 170721972; 1); 3707 1) 371;0)2 7071); 270)/2) 1 
Other Motor Driven Appliances......|9/0/1/1/7/2;/0/1/2/0/4/8/O0;}1/5)/1{1/}/1/0/0{2/0/2/1/0)1/0 
ZONE AVERAGE Poor Poor Poor Poor Poor Poor Poor Poor Fair 
STATES IN EACH ZONE 


Zone |—New England:— 


Molen, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


Z 2 New York, New Jersey, Pennsylvania, Dela- 
one 2—Central Atlantic:— wenn; Mantylond “ana Wistslan el Goleui 


Zone 3—Southeast:— 


“one 4—Midwest:— 


Ohio, West Virginia 
Michigan, Illinois, 


Virginia, North Caroli 
Georgia, Alabama 


and Florida. 


Ww 


ina, South Carolina, 


Kentucky, Indiana, 
isconsin and Iowa. 


Zone 5—Gulf Southwest:— 
Zone 6—West Mid-Continent:— 
Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 
Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas Sm 


Mississippi, Tennessee 
Kansas, Nebraska, Colorado nm oa 
eming. 


Minnesota, North Dakota, South Da- 
kota and Montana. 


Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utah 
and Nevada. 














Planning and Making 
the First Sale to a Dealer 


How the retailer's point of view should be taken into consideration 
by the distributor's salesman who would present the merits of his 
product to a prospective dealer in an orderly and convincing interview 


actual sale to a new dealer, and putting that plan 

into effect, it will be well to review the discussion, 
in the May issue, of a simple plan for the salesman’s 
use in sizing up the merchandising merits of any given 
electrical product, and establishing in the salesman’s own 
mind a clear idea of the reasons why a dealer should 
buy from him. Until that has been done no plan for 
presenting the facts to a dealer can get very far. 

A salesman may know the product and its value as 
a money maker very thoroughly, however, and still get 
nowhere unless he gives some serious consideration to 
the reasons why it should appeal to the particular dealer 
to whom he is talking. 

Of course, thousands of salesmen do “get by” without 
giving much, if any, thought to the dealer’s point of view, 
because they happen to have something that a dealer 
wants ; or because they happen to strike him in the right 
frame of mind. But, how much better off would these 
same salesmen be, if they realized the value of present- 
ing their cases, not in general terms, but in terms to fit 
the specific needs of the dealers to whom they are talking. 

To get the right prospective on the amount of pre- 
liminary work that would pay let’s consider, as if it were 
one order, the amount of business we do with an aver- 
age dealer over a period of, say, two years. 

If you will look at those sales as if they were in one 
order, you will see a volume that looks good enough for 
you to turn heaven and earth to get. If you saw 
such an order in sight there would be no question in 
your mind as to whether or not it would “pay” to find 
out anything and everything that would have a bearing 
on getting the business. With such a picture in your 
mind, you should not hesitate to take whatever pains are 
necessary to get the facts needed to make your story clear 
from the dealer’s point of view. 

Obviously, the nature of the facts about local condi- 
tions which any individual salesman will require will 
depend upon the nature of his proposal to a dealer. 

Where the product is, for example, an electrical house- 
hold utility with a broad price appeal, the number of 
electrical outlets in the territory may be a most impor- 
tant factor in showing a dealer the potentialities. 

While every home wired for electricity may not neces- 
sarily mean a prospect, it may be that the manufacturer 
or the central station has a fairly accurate idea as to 
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the sales potentialities of the salesman’s product on the 
basis of each thousand outlets. 

In addition to the more obvious factors that go to 
make up a reasonably accurate sizing up of the local 
possibilities, there are nearly always some personal con- 
ditions which affect the individual dealer, and which 
must be taken into consideration sooner or later. 

What are some of these more obvious facts that it 
is necessary to learn about the dealer, if you are to “take 
his measure” with any accuracy and get some idea of 
the volume that he should be able to handle? 

For one thing you will not want to either under- 
estimate or overestimate his financial strength. One re- 
duces the possibility of developing the market. The other 
leads to credit troubles—or, just as bad, overloading. 


NOTHER thing which may have an important re- 
lation to the dealer’s possibilities as an outlet for 
your product is his location. How many people pass by 
his place of business in a day? What kind of people 
are they? Are they likely to be in a mood to buy (as 
in the case of a downtown shopping district); or are 
the people who pass more likely to be simply on their 
way to some place else? 

Most important of all in judging the expectation of 
volume from a dealer are his merchandising sense, his 
aggressiveness, his ability as a sales manager, and his 
skill in developing his local market. 

If he has these in a high degree, combined with sound 
financial judgment, he can often build up adequate cap- 
ital by plowing his profits back into the business, and 
can overcome disabilities of location by the organiza- 
tion of a strong sales force that will go out and get 
the business, instead of waiting for it to come in. If 
he does not have merchandising sense combined with 
financial judgment, none of the other details of his 
“measure” mean a great deal. 

With some such knowledge of the local possibilities 
and a careful estimate of the man with whom you are 
dealing, consider what can be done to plan a presentation 
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of your case from his point of view—based on the analy- 
sis you have previously made, as suggested in the May 
issue of ELECTRICAL WHOLESALING. 

There are five things in which every merchant is 
interested—and interested in about the following order: 

1. The safety of his investment in stock as demon- 
strated by the salability of the product. 

2. The rate of turnover, as demonstrated by the 
experience of other dealers who operate under con- 
ditions similar to his own. 

3. The profit potentialities, based not only on the 
margin of profit, but on the turnover. 

4. The value of the product as a leader for bringing 
in other business, new accounts, etc. (Some depart- 
ment stores, for example, value their household 
equipment departments, not only because of the 
profits which the sale of electric appliances brings, 
but because people who buy these products on de- 
ferred payments get into the habit of carrying ac- 
counts with the store and extend their purchases to 
other departments. ) 

5. The merit of the product in backing up the deal- 
er’s reputation; the satisfaction that it gives, and the 
extent to which it contributes to the general good 
will of his establishment. 

6. The repeat sales possibilities; or else the extent 
to which one customer brings in another—or, at least, 
supplies the names of friends as prospective buyers. 


HEN you know all about your own proposal under 
each of these headings—and keep them in the back 
of your mind on every interview, so that you are sure 
that they are covered, you have a 
pretty complete foundation for 


3. Assistance in seeing that he makes money out of 
the volume which passes through his hands. This 
would cover such things as accounting, expense con- 
trol, development of the service department if such 
is required, etc. 

As the wholesaler’s representative is the man with 
whom he comes in contact most, the extent to which you 
yourself can be of assistance (and the extent to which 
you can convince the dealer that you really can help) 
can be made a most important factor in making him want 
to do business with you, and to have confidence in you. 
Each is so important that it will be given individual 
attention in later units of this series. 

The financial standing of the wholesaler, and his repu- 
tation for fairness in his relations with dealers have a 
place throughout the entire presentation and a relation 
to just about everything in it. 

Generally speaking, the specific nature of the contract 
under which the dealer will operate should be deferred 
until its possibilities for profit and the rest of your case 
has been presented and has won the approval of the 
prospective dealer. There are two reasons: 

1. Unless he is convinced that the proposal is an 
attractive one from every point of view, the dealer 
doesn’t want the contract anyway ; and you may not want 
to expose its confidential provisions to him. 

2. If the details of the contract are taken up too 
early, there is always a possibility that it will be judged 
according to the dealer’s preconceived ideas of what a 
contract should be, and before he has a chance to get a 
clear picture of the merits of the proposal as a whole. 

As a closing aid, it will often be found very much 

worth while to write out 
ahead of time a definite 





presenting your case in an order- 





estimate of the possibili- 





ly and convincing interview. 

It is realized, of course, that 
such things are frequently cov- 
ered in a hit-or-miss way in even 
the most extemporaneous “sales 
talks,” but decidedly better re- 
sults are secured from taking 
them up consciously, one after 
another, and making a clear pic- 
ture of them to the prospective 


dealer. 

If he is convinced that your Goods 
proposal has distinct merit under e 
each of the five headings just 
mentioned—and usually not until e 


then—he will be interested in the 
cooperation which either the 
wholesaler or the manufacturer 
gives him in moving the stocks 
which he places on his floor or . 


Objectives 


In Next 
"MAKING REPEAT SALES" 


Mr. Osborne will Discuss 


@ Getting Dealers to Re-Stock Shelf 


Repeat Sales on Specialties 


Helping Dealers to Determine Sales 


@ Determining Proper Size for a Deal- 
er's Inventory 


ties of sales and profits, 
together with a map of 
the territory to be cov- 
ered, if that is part of 
the contract. 

Where the proposal is 
one which requires the 
new dealer to devote his 
whole time to the busi- 
ness, it is often possible 
even to make up a tenta- 
tive budget for him. 
Show him just how you 
have arrived at your es- 
timate of sales and prof- 
its. Of course, this will 
simply be an estimated 
profit and loss statement 
for six months or a year 
ahead. 


Month's Article 








on his shelves—that is, getting 


If you have no facili- 





the results you have pictured. 

In presenting this part of your 
case there are three things on which you will need to be 
fully informed: 

1. The advertising, sales promotion and other as- 
sistance available to attract public attention to the prod- 
uct and to the dealer’s establishment. 

2. Assistance in informing and training the sales 
organization of the dealer handling your product. 
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ties for making such a 

statement, it will be very 

much worth while to take some steps to get them. Learn 
how to “read” a profit and loss statement and to talk 
in terms of a specific budget, based on the intelligent 
consideration of all of the sales and expenses involved. 
Next month we shall consider following through with 

a dealer after he has taken on your line, also the secur- 
ing of repeat orders from dealers already established. 
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We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


On To 
Buffalo 


ECAUSE of the postponement of the Hot Springs 
meeting last May, the Buffalo convention will be 
the only general meeting held by the N.E.W.A. 
this year. 
A strong appeal for a full attendance has been made 
by E. Donald Tolles, the Association’s managing direc- 
tor. It is well worth repeating here. 


“There has never been a time in the history of our 
industry when it has been more important for men to 
gather and confer. 

“There has never been a day when the executive in 
charge of an electrical wholesale business had greater 
need to secure all possible information on prospects for 
the future and present trends. 

“The one best place to obtain this information will 
be at the Statler in Buffalo during the last week in 
September. 

“Under present conditions there may be some who 
feel that they can neither afford the time nor the money 
to attend this convention, but the fact is that no mem- 
ber can afford not to come to Buffalo.” 

There are several hundred independent wholesalers 
who are not members of the N.E.W.A. Any who are 
moved by the above appeal, and we hope many of them 
will be, will receive a cordial invitation to attend the 
Buffalo meeting, if they will get in touch with an 
Association member. 


Brighter 
Skies 


i roa past few weeks have furnished additional evi- 
dence that the foundation for business recovery is 
now being laid. 

The outflow of gold from this country has been 
stopped, reparations have been written off at Lausanne, 
congress has adjourned after enacting the final bills in 
the administration’s reconstruction program, prices of 
many important commodities are holding at higher 
levels and there has been sustained strength in the bond 
market. 

The rapid recovery of the stock market from its 
June lows has not resulted in a corresponding increase 
in brokers’ loans. This indicates that the public is buy- 
ing securities with cash and locking them up for long 
term investment. 


And, most hopeful of all, is the better sentiment 
which is reported from all sections of the country. 
The panic stage of the depression appears to have 
definitely passed. To translate this improved confi- 
dence into actual orders, capital must be made avail- 
able, at a moderate cost, for new construction and for 
the modernization of homes, factories and commercial 
buildings. The backlog of delayed orders for indus- 
trial equipment and plant facilities alone has been esti- 
mated at $380 billion. 

To accomplish this frozen capital must first be re- 
leased. The machinery for this purpose has already 
been set up and some of it is now in operation. This 
is an election year and we can be assured that the 
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administration will permit no delay in the carrying out 
of its credit expansion policy through the Reconstruc- 
tion Finance Corporation, the new Home Loan Banks 
and the recently formed bond pool. We can further 
expect continued support of commodity prices and, 
within the next few weeks, the coordination of bank- 
ing and industrial interests in the various reserve dis- 
tricts. 

The situation in every locality will bear close watch- 
ing because, as capital gradually becomes available, 
orders will be placed for capital goods, workers will 
return to their jobs, consumer purchasing power will 
be revived, and business will start its return to nor- 
malcy. 


Range 
Wiring 
Witt the Electric Cookery Council completing its 
three year program, local range campaigns should 
be under way in most cities by next spring when the 
national advertising is scheduled to start. 

An important detail of these campaigns, which must 
be determined in advance, is the method of handling 
range wiring. Should the utility donate the installa- 
tion to the consumer and charge its cost to sales pro- 
motion, or should the customer pay for the necessary 
wiring at a price which provides a fair profit to the 
electrical contractor? 

Both methods are being followed in campaigns now 
under way. Philadelphia, for example, gives free wir- 
ing while Minneapolis does not. The Electric Cookery 
Council and the Range Committee of the N.E.L.A. 
have thus far side-stepped the issue, leaving it to 
each community for local solution. 

The Association of Electragists, however, has made 
it a national issue. They have gone on record as en- 
dorsing “range wiring at fair installation prices and 
reasonable profit and with recognition of the services 
of the better class of contractors.” 


The practice of free range wiring was introduced 
by utility companies several years ago when, single- 
handed, they were pioneering the electric range and 
endeavoring to reduce sales resistance to a minimum 
by lowering the installed price. 

While this practice was undoubtedly justified under 
those conditions, we believe it has no place in a dis- 
tributor-dealer-utility cooperative activity of the type 
recommended by the National Council. 

Few men have had longer and wider experience in 
the merchandising of electric ranges than P. L. Miles, 
sales manager of the Edison General Electric Appli- 
ance Co. Mr. Miles, in recent months, has been cour- 


ageously telling utility men that, if they would be suc- 
cessful in cooperative range selling, they must sell 
ranges on the basis of quality and performance rather 
than price. Only with such a policy will there be suffi- 
cient merchandising profit to attract the support of the 
independent distributor and dealer, support which is 
essential to the success of the three year program. 

Is a premium to the purchaser in the form of free 
range wiring consistent with this policy? We believe 
not. With a proper sales presentation the number of 
sales lost because the prospect refuses to pay for instal- 
lation should be negligible. The money which the util- 
ity would spend for free wiring could be used far more 
effectively for demonstrations of electric cookery and 
other forms of sales promotion, thus making possible 
more sales by the distributor. 


Constructive 
Criticism 

Fray carefully studying the bulletins released by 

the Census Bureau, reporting the results of the 
Census of Distribution by individual states, ELectri- 
CAL WHOLESALING found the information on the elec- 
trical trade to be most ambiguous. An editorial in our 
April issue very frankly criticized the Department of 
Commerce for the manner in which the electrical data 
had been presented. 

Officials of the Census Bureau asked us to explain 
our viewpoint in detail and evidenced a sincere desire 
to re-classify their electrical statistics in more usable 
form. They also requested a conference with repre- 
sentatives of the electrical wholesaling industry to 
further clarify the situation. Such a conference has 
been held at N.E.W.A. headquarters in New York. 

As a result the Census Bureau now has under prep- 
aration a special distribution study of the electrical 
trade. This will be similar in its scope to the study 
of the radio trade reviewed elsewhere in this issue. It 
will deal specifically with the service type of electrical 
wholesaler, as distinguished from the manufacturer’s 
sales branch, manufacturer’s agent, broker and com- 
mission house. 

We have been advised that the data concerning elec- 
trical wholesalers will be re-classified to follow as 
closely as possible the “Standard Classification of 
Commodities Sold by Electrical Wholesalers” which 
we recently published and are sponsoring as a standard 
to be followed in all statistical studies of the industry. 

Thus it appears that the faults of the state bulletins 
already released on the Census of Distribution will be 
largely corrected in this special study of the electrical 
trade now under preparation. 
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"Modern Age" Show at Chica- 
go's World's Fair in October 


The National Association of Ra- 
dio, Refrigeration and Electrical Dis- 
tributors has just announced its in- 
tention of promoting one of the most 
unusual exhibitions in show history. 
A “Modern Age” Show will be held 
for a period of sixteen days from 
Saturday, October 1, to Sunday eve- 
ning, October 16. This will provide 
exhibitors with two full weeks of 
public attendance as well as three 
week-ends. The unique feature of 
the show is that it is to be held in 
the new Travel and Transport Build- 
ing of the Century of Progress. This 
will be the first showing of any mer- 
chandise on Chicago’s new World’s 
Fair grounds, and because of the im- 
mense interest in the “Century of 
Progress” itself, together with the 
increased interest in modern prod- 
ucts, it is conservatively estimated 
that a gate of well over 150,000 will 
be attracted to view the exhibits. 

The dome of the Travel and 
Transport Building is a huge circle 
nearly 312 feet in diameter. It is of 
ultra-modern design. The central por- 
tion of the dome has a height of well 
over 125 feet above the floor line. It 
is provided with natural light during 
the daytime and in the evening the 
sky is readily visible through the 
glass windows at the top of the dome. 
A large circular crystal studio will 
be placed in the center of the hall 
where broadcasting of programs will 
be rendered for the entertainment of 
guests. Auspicious plans have al- 
ready been prepared to make the 
event a most interesting, educational 
and entertaining one. The Modern 
Age show will be just what its name 
implies, a showing of all modern de- 
vices and appliances. 

It is planned to include the major 
specialty items, particularly radio, 
television, refrigeration, electric 
ranges, washing machines, electric 
ironers, electric dish washers, air 


conditioning devices, table appliances, 
oil burners, heaters, complete kitchen 
equipment, sun lamps, vacuum clean- 
ers, exercisers, clocks and many 
other devices of a similar nature. 

It is also anticipated that modern 
cooking schools and beauty instruc- 
tion will be held for the women vis- 
itors in the afternoon. Other events 
such as contests among various cho- 
ral societies throughout the city will 
take place. Elaborate entertainment 
features are being developed together 
with a most interesting series of elec- 
trical phenomena and exhibits. It 
is believed that with the advent of 
the intense political campaign at that 
particular time unusual interest will 
be created in radio and that it will 
do much toward stimulating radio 
sales in the Chicago territory. The 
first week of the exhibit coincides 
with National Refrigeration Week 
and will tie in splendidly with the 
electric refrigeration campaign. 

By timing the show at that par- 
ticular date, interest should also be 
apparent in air conditioning and 
room humidifying apparatus for win- 
ter use. The cool season in the Chi- 
cago territory will also be productive 


of increased interest in modern ex- 
hibits of material for the home. It 
is felt that such a showing of all 
modern products will have a very 
stimulating effect on general busi- 
ness. 

Robert Himmel, president, Hud- 
son Ross, Inc., Chicago, has been ap- 
pointed chairman of the Association’s 
show committee. This committee is 
rapidly concluding all detailed ar- 
rangements and has already been as- 
sured the active support of many 
manufacturers. Leading newspapers 
will cooperate with the Association in 
promoting the event. 

The show will be under the direct 
management of the executive offices 
of the Association and, under an eco- 
nomical operating plan, it is antici- 
pated that a reduction in normal 
space charges can be made of well 
over 50 per cent. It is also antici- 
pated that the gate will be cut to 25 
cents so as to eliminate any possibil- 
ity of a decreased attendance by a 
high entrance fee. The Association 
is promoting this activity for the 
benefit of the entire industry and will 
welcome the support of the trade in 
making it a success. 








Where N. A. R. R. E. D. Will Hold Its Modern Age Exposition: The Travel and 


Transport building of A Century of Progress—Chicago’s 1933 World’s Fair. 


This 


building, architecturally unique, is nearly 1,000 feet long. Its cable-suspended dome 
is 125 feet high and 200 feet across and encloses the largest unobstructed area ever 
enclosed by man beneath a roof. It represents the first application to architecture of 


the suspension bridge principle. 
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HEMCO pivicry 


at POPULAR PRICES: 




















No. H17 No. H18 No. H20 No. H271 No. HF No. H9081 
CUBE-TAP CORD CUBE-TAP TWIN-LITE CORD SWITCH HANDLE CAP SWITCH AND OUTLET 


The enlarged Hemco line now includes over one hun- 
dred wiring devices and accessories, for which there is a 
constant demand for replacements, new construction 
and improvements. 


Here is quality merchandise that Electrical Whole- 
salers can sell to Contractors and Dealers with every 
assurance of consumer satisfaction. 





No. H167 Send for Hemco Bulletin No. 7. No. H442 
OUTLET BOX RECEPTACLE DUPLEX RECEPTACLE 





No. H31 
3%” OUTLET BOX 

No. HT10 No. HAILS HRO618 Ne. H21 SWITCH 
KEY SOCKET PULL SOCKET ONE OF MANY CORD AND HEATER SETS SURFACE SWITCH BAKELITE COVER 





No. HS31 No. H51 
No. H341 BAKELITE FLUSH TUMBLER No. PYXI1S 
SINGLE RECEPTACLE FACE PLATE SWITCH RECEPTACLE PLATE GLASS TOP PLUG FUSE 
E. W. 932 




















BRYAN T Uv ike oi ce 


Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. : 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888-- MANUFACTURERS OF HEMCO PRODUCTS 


BOSTON aes CHICAGO ae NEW YORK a SAN FRANCISCO 
140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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Association 


Activities 


trade associations. 





A forum for the exchange of news 
and views between both local and national 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








A.E.|. to Discuss Wholesaler 

Policies and Lamp Renewals 

At the annual convention of the 
Association of Electragists, to be 
held at Kansas City, October 10-12, 
three closed sessions will be reserved 
for a discussion of problems of the 
electrical contractor. 

Among the subjects already pro- 
posed for this forum are: “proper 
wholesalers’ policy; effects of three 
national distributors; what industrial 
plants should be sold by the whole- 
saler? By contractors? What dis- 
counts should apply? Are “quantity 
purchasers” and “standard package” 
prices properly classified today? Also 
lamp renewal policies of utilities— 
discontinue free renewals; sell at es- 
tablished resale prices.” 

Vv 


E.E.W.A. Urges Liquidation 

Through Electrical Wholesalers 

The Eastern Electrical Wholesal- 
ers Association, New York City, has 
unanimously adopted the following 
resolution : 

“Whereas, manufacturers faced 
with the necessity of liquidating sur- 
plus, or obsolete stocks have demon- 
strated a preference for the metro- 
politan district as their dumping 
ground; and 

“Whereas, this type of merchan- 
dise has repeatedly been disposed of 
at demoralizing prices, and often 
through channels not identified with 
the electrical: industry ; and 

“Whereas, this practice does seri- 
ously disturb and threaten the exist- 
ence of established electrical distribu- 
tion agencies ; therefore be it 

“Resolved, that the Eastern Elec- 
trical Wholesalers Association stren- 
uously condemns the practice as de- 
structive and detrimental to the best 
interests of the industry; and be it 
further 

“Resolved, that for the purpose of 
confining inventory losses and de- 
moralizing reactions to a minimum 


the Eastern Electrical Wholesalers 
Association does recommend that the 
liquidation of surplus and overstocks 
be handled through established whole- 
sale distributors in all sections of the 
country and not the metropolitan dis- 
trict alone.” 
Vv 


Oil Burner Association 
Completes Market Survey 

The potential markets for domes- 
tic oil burners by counties, states and 
groups of states are analyzed in a 
report just published by the Ameri- 
can Oil Burner Association, 342 
Madison Ave., New York City. Pre- 
pared “for executives charged with 
the responsibility of sales, advertis- 
ing or market expansion,” the sur- 
vey, entitled “Graded Oil Burner 
Markets,” provides state and county 
index bases on which localized mar- 
ket maps may be prepared showing 
the relative market value of each 
county, 


The ratio between county and na- 
tional indices forms a base index 
which has been corrected for the fac- 
tors peculiar to the sale of oil burn- 
ing equipment, such as climate and 
the competitive fuels of coal and 
manufactured and natural gas. 


v 


Eighth Annual Southwest Radio 
and Appliance Show 


The St. Louis Radio Trades Asso- 
ciation has completed an elaborate 
plan for its Eighth Annual Radio, 
Electric Appliance and Illustrated 
Program Exposition which will be 
held at the Coliseum October 17 to 
22. 


These dates, just prior to the elec- 
tion, were selected in order to focus 
attention on radio, create interest and 
start a buying momentum which, 
coming in October, can be made to 
carry through until after Christmas 
buying has been completed. 





N.E.W.A. Issues Report on 
All-Electric Kitchens 


“The all-electric kitchen promoted 
by localized campaigns stimulates 
business and increases profitable sales 
for the electrical wholesaler.” This 
is the theme of a special report on 
the development of the all-electric 
kitchen idea prepared by the staff of 
the N.E.W.A. at the request of the 
Association’s Refrigeration and 
Household Appliance Committees 
and recently released to the member- 
ship as Bulletin 605. 

The General Electric Kitchen In- 
stitute, Westinghouse Electric and 
Manufacturing Co., Electric League 
of Washington, and Edison Electric 
Illuminating Co. of Boston, cooper- 
ated in the preparation of this bul- 
letin which discusses local campaigns 
and gives suggested specifications for 
model kitchens. It concludes with.a 
“final word from the N.E.W.A.” 
urging active leadership by the mem- 
bership in the promotion of local 
cooperative campaigns. 


Vv 
Set Manufacturers to Determine 


R.M.A. Policies 

The directors of the Radio Mant- 
facturers Association have approved 
a plan which will give radio set man- 
ufacturers a majority vote on R.M. 
A.’s directorate. Under this plan the 
R.M.A. will function in three divi- 
sions and the board of directors, 
reduced to 18, will be composed of 
12 chief executives of set manufac- 
turers, three of tube concerns and 
three of parts, sound and accessory 
manufacturers. These changes have 
been recommended because it was 
felt that, due to his strategic posi- 
tion, the set manufacturer should be 
given the responsibilities of conduct- 
ing the major activities of the R.M.A. 
and of formulating its policies. The 
plan was submitted to the member- 
ship for ratification at a meeting held 
in Cleveland August 23. 
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¢lectrotrim AWARDED Label 
of Underwriters Laboratories 


SPECIAL INTRODUCTORY 
Electrotrim ASSORTMENT 


Includes everything you need to go 
after this Big Profit Business 


COMPLETE $ 2 3 50 


ONLY 
$25.50 on Pacific Coast 
You Make 95% PROFIT 


Plus Profit on Installation 


ASSORTMENT CONSISTS OF: 


width No. 14 Oak ELECTROTRIM 
¥ No. 14 Mahogany Kis 
No. 14 White i 
No. 14 Ivory 
38, L Corner Caps 
6, L Feed Thru Outlets 
9, L End Outlets 
, S Attachment plugs 
ectrotrim cutters 


Contractor Dealer’s Discount, 35%.........+ esseee- 12.75 
Slightly higher prices on Pacific Coast $23.50 


Also included in deal are 
FREE Advertising Folders 
FREE Display Card 
FREE Sample Cards 





IMPORTANT — ELECTROTRIM regu- 
larly is not sold in less than 100 ft. 
lengths. We are making an exception 
in this special offer in order to make 
your initial investment as small as pos- 
sible. We recommend, however, that 
you order ELECTROTRIM in 100 ft. 
lengths as your average orders will be 
20 ft. and you eliminate possibility of 
waste short lengths when you have 
ELECTROTRIM in 100 ft. lengths. 


JOBBERS: Offer this 
EASY SELLING— 


The first approved 
SAFE surface exten- 
sion wiring to meet 
the popular demand for 
lower cost wall outlets— 
rapid turnover—the only 











er, and make ELECTRO- 
BIG TRIM one of the LIVEST, 
, BIG PROFIT specialties 
ever introduced in the 
PROFIT electrical field. 


Don’t wait until some 
other jobber in your 


surface extension wiring 
approved by Underwriters’ 
Laboratories—Big Profit on 
installation as well as on the 
product itseli—Low stock in- 
vestment—These are the ELEC- 
TROTRIM features that will 
make a sure-fire sale to every pro- 
gressive Electrical Contractor Deal- 








Deal to your 


territory establishes 
himself with ELEC- 
TROTRIM — Sell 
ELECTROTRIM 
D l now while the field 
eda ers is wide open. 
Write for liberal 
38% profit Job- 
ber proposi- 
tion. 


38% Profit for you 











ELECTROTRIM, INC. 


Dept. UNION CITY, 
E.W.D. INDIANA 


































































Trends in 


Distribution 






A digest of selected articles 
appearing in recent issues of business 
and trade publications which reflect 
distribution trends in various fields 








Larger Gross Profit Necessary 

for Wholesalers 

We do not profess to have the cure 
for all things, but I want to pass on to 
you a few suggestions which I consider 
helpful. 

1. I suggest that each wholesaler seek 
to run his own business—that each free 
himself from the habit of following his 
competitor, regardless of where that 
competitor leads. If this is done new 
“loss leaders” will not be added to the 
already long list, and so become perma- 
nently sold at less than cost. New low 
prices on existing “loss leaders” will 
not be further lowered, and so increase 
the losses which must be offset by an 
increasingly large profit on that portion 
of the business, which is still profitable. 

2. I suggest particularly that distribu- 
tors give more thought to merchandis- 
ing and selling—to the quality of the 
products which they offer, and not to 
the price alone. 

May I emphasize this fact—that the 
decline in prices has brought about a 
material increase in the percentage of 
distributing expenses. That being true, 
a greater gross profit is necessary, 
rather than a lesser one. 

We, as manufacturers, must be in- 
terested, and we are deeply interested 
to see that our products carry a fair 
profit for our distributors, and in that 
connection, it will interest you to know 
that the major activity on the part of 
our National Association this year is 
centered around the elimination of un- 
fair practices in business, the condemn- 
ing of uneconomic price cutting, and to 
do all possible to improve relationships 
with our distributors—From an address 
by Paut S. WI1tIs, president, Asso- 
ciated Grocery Manufacturers, as re- 
ported in The Tobacco Jobber for July. 


Vv 
Too Many Outlets 


Wasteful distribution can be partially 
attributed to the folly of developing an 
excessive number of regional outlets— 
too many store outlets, and too many 
wholesalers. As time goes on this situ- 
ation will be corrected through the op- 
eration of balancing forces. 


It is obvious to me that the business 
man, in making a market choice, con- 
stantly faces the problem of too many 
markets to choose from. The whole- 
saler has too many retailers to choose 
from; the manufacturer has too many 
wholesalers; the wholesaler has too 
many products and all of them have 
too many locations; too many retail lo- 
cations in every city; too many whole- 
sale territories and too many manufac- 
turers’ territories. 

A rational reappraisal of the whole 
problem of location of stores and whole- 
sale establishments offers an ultimate 
solution to many of the vexing prob- 
lems of marketing which will result in 
a reduction of the cost of distribution 
in the United States——From an address 
by E. GrosvENor Plowman, Director, 
Bureau of Business Research, Denver, 
Colo., delivered at the 20th Annual 
Meeting, U. S. Chamber of Commerce, 
San Francisco, in May. 


Vv 


Oil Burners Enter Mass 
Marketing Stage 

Even the depression has _ helped 
rather than hindered the ultimate prog- 
ress of the oil burner industry. Slack- 
ening of sales forced stabilization in the 
most effective way, brought better engi- 
neering, better manufacturing, better 
sales and service. Fuel oil came down 
in price. 

Oil heating is entering its mass mar- 
keting stage. Big business has brought 
with it the methods used successfully in 
automobiles and electric refrigerators. 
Some idea of the new sales approach 
may be gained from the graded market 
survey just announced by the American 
Oil Burner Association. Not a county 
in the country escapes this exhaustive 
analysis. Markets are indexed accord- 
ing to concentration, standard of living 
and spendability. Also considered are 
climate and cost of competitive fuels. 

Thus equipped, the oil burner indus- 
try is ready to go, and air conditioning 
and mass housing will find it waiting 
where their rising paths converge.— 
From The Business Week for August 3. 


A Manufacturer Turns to the 
Wholesaler 


At the beginning of this year a large 
manufacturer of an electrical specialty 
abandoned selling direct to retailers and 
is now distributing through wholesalers. 
One of the executives described the 
reasons for the change. 

“We could sell direct during boom 
times and make money,” he said, “but 
we can’t do it now. Even some of the 
places where we formerly sent our sales- 
men do not yield enough business to 
warrant the expense of direct selling. 
I’ll give you a concrete example. For a 
number of years we have had a good 
customer in a medium-sized Iowa city 
whose annual purchases amounted to 
about $800. We let him have the exclu- 
sive sale of our product for his com- 
munity. Our salesman called on him 
every three months. Each call cost us 
about $20, figuring the salesman’s 
salary, railway fare and hotel bill. So, 
if the salesman got an order for $200, 
our selling cost was ten per cent. 

“In 1931 the merchant’s purchases 
dropped about one-half yet it still cost 
the same $20 for the salesman to make 
the call. Our selling cost was 20 per 
cent. The only way we can afford to 
keep that customer is to sell to him 
through some wholesale house in Des 
Moines or Omaha. The wholesale house 
can afford to send its salesman to the 
town because it handles dozens of items, 
and even though the merchant can use 
only $100 worth of our specialty he 
buys other things at the same time.”— 
From The Nation’s Business for May. 


¥ 
The Toughest Sales Problem 


It used to be true that the sales prob- 
lem of a business was solved when you 
found the right man to head up the 
sales department; now, however, it is 
necessary to have the man plus a plan— 
a plan based upon complete, accurate, 
well-digested facts about every phase 
of the market and the problems of 
reaching it—Horace Bowker, presi- 
dent, American Agricultural Chemical 
Co., in Executives Service Bulletin for 
July. 
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480 is the number of processes, tests and in- 
spections it takes to guard the quality of 
Edison MAZDA lamps in such a way that they 
assure user the highest known efficiency in 
light. 


But General Electric doesn’t even consider 
that enough. As an additional check on 
quality, 40,000 MaAzpA lamps are tested each 
day by the Electrical Testing Laboratories, 
New York, an independent organization 
whose technical findings are accepted as 


standard in the electrical industry. 


People buy lamps to get 
light. They are thinking 
of light when they buy 
lamps from your dealers. 
The only service a lamp 
can perform is to convert 
electricity into light. Edi- 
son MAZDA lamps do this 





job economically, efficient- 
ly, and reliably—have been doing it for years. 


480 Steps to 
Quality! 





Testing the strength of the basing cement of an Edison MAZDA 
lamp. Rubber arms take a firm hold on the bulb, while the 
base is inserted in a socket. Then a twisting force is applied 
several times as great as the lamp meets in normal service. 
Weak bases have no chance to get past this test! 


More and more people know about it through 


our advertising. 


Make sure that your dealers tell their cus- 
tomers the facts about Edison MAZDA lamps. 
Urge them to point out the G. E. mark on the 
end of the lamp and explain that it stands for 
the utmost in lighting efficiency. You will 
find that it pays. General Electric Company, 
Nela Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 


GENERAL (46 ELECTRIC 








News 


from the Field 


Each month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 











Fall Meeting 





National Electrical 
Wholesalers Association 





Hotel Statler, Buffalo, N. Y. 
September 26-29 











Laidley's New Quarters Include 
Model Kitchen 

The Laidley Co., distributors in 
Oregon and parts of Washington for 
General Electric refrigerators, ranges 
and appliances, has moved its gener- 
al offices from the Terminal Sales 
Bldg., Portland, Ore., to a ground 
floor location at 185 Fifth St. in that 
city. Here, an all General Electric 
appliance store has been opened and 
all operations of the company includ- 
ing wholesale and retail sales are 


being conducted from this location. 

A feature of the new store is a 
complete model kitchen styled by the 
General Electric Kitchen Institute 
and equipped with all the modern 
labor saving devices. This kitchen is 
an adjunct to this company’s home 
economic service conducted by Miss 
Louise Leslie. 

S. S. Brundage, retail sales man- 
ager, is in charge of the new store 
while all range activity is directed 
by L. A. Isermann and refrigerator 
distribution by O. D. Miller. 


v 


Salem, Oregon Wholesalers 
Consolidate 


On August 1, the electrical depart- 
ment of the Building Supply Co., 
Salem, Ore., was consolidated with 
the Eoff Electrical Co. of the same 
city. The new firm will be known 
as Eoff Electric, Inc., and is located 
at 347 Court St. 








They Beat the Depression: 
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Entering the wholesale electrical field five years 








ago, Raybro Electric Supplies, Inc., Tampa, Fla., has been successful in forging 


ahead in spite of adverse business conditions. Consistently working the trade, 
confining efforts within a 150-mile radius, cooperating with its salesmen and 
rendering the best possible service to dealers are responsible. Standing, left to 
right, are: Vernon Brown, shipping department. Joe Sanchez, shipping clerk; 
Geo. H. Bell, contractor; Harry Goss, manager, Brown Electric Works; Joe 
Bragg, office manager; Jimmy Banton, lighting specialist, Tampa Electric Co.; 
lroy Brown, general manager; Mrs. Evelyn McGahey and Mrs. Augusta Gillean, 
stenographers; Jimmy Meier, salesman, and Bill Wood, counter salesman. 


Koepsell Company Opens 
Milwaukee Branch 

A new branch at 723 N. Milwau- 
kee St., Milwaukee, Wis., has been 
opened by the J. J. Koepsell Co., She- 
boygan, Wis. M. W. Newman has 
been appointed manager and J. Ess- 
ley is assisting him in his duties. M. 
A. Winter, sales manager for this 
distributor, has supervision of the 
Milwaukee branch. 

This company has been appointed 
distributor for the state of Wiscon- 
sin and upper Michigan for the com- 
plete radio and refrigerator lines of 
the All American Mohawk Corp., 
also for Haag Bros. Co., Peoria, 
Ill., manufacturers of washing ma- 
chines. 


Vv 

Garland Completes Half Cen- 

tury of Activity 

On August 1, George Garland, 
secretary of the Townley Metal and 
Hardware Co., Kansas City, Mo., 
completed 50 years of service in the 
hardware field. In 1882 Mr. Gar- 
land started in the hardware busi- 
ness as a clerk in the McGregor 
Hardware Co., Springfield, Mo. 
From there he went with the Turner 
Hardware Co. at Muskogee. Here 
he was both buyer and seller and 
spent many long hours learning the 
hardware game. 

Thirty-one years ago Mr. Garland 
came with the Townley organization 
and placed the original shelf hard- 
ware orders which put this firm in 
the general hardware business. 

Vv 
Francis Stern to Spend 
Two Months Abroad 


After several weeks of severe 
illness Francis Stern, president of 
Stern and Co., Hartford, Conn., 
sailed with Mrs. Stern on August 4, 
on the SS Vulcania for a two months 
rest in Europe. 

He may be reached through th 
Bankers Trust Co. in Paris. 
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Personals 





J. D. Riorpan, formerly of San An- 
tonio, is now associated with the Straus- 
Bodenheimer Co., Houston, Tex., in 
charge of Kelvinator sales. E. B. Hamel 
of Peoria, Ill., is a new refrigerator 
salesman. 

IRVING KAPLAN is a new inside man 
with the Belasco Electric Supply Co., 
Chicago, II. 

B. L. Morris has joined the sales 
staff of the Sherwood Hall Co., Grand 
Rapids, Mich. 

C. A. Booru is in charge of refrig- 
eration sales at the Van Meter Co., 
Cedar Rapids, Ia. Russell Pendleton 
has been added to the inside sales force 
of this company. 

Porter LEE, formerly with the Shen- 
andoah River Power Co., is now con- 
nected with the Tristate Electrical Sup- 
ply Co., Hagerstown, Md., in the capac- 
ity of range, refrigeration and appliance 
specialist. 

C. G. Hem1nGray has been added to 
the sales staff of Eoff Electric, Inc., 
Salem, Ore. 


Vv 
Lines Added By Wholesalers 


TRISTATE ELECTRICAL SupPLy Co., 
Hagerstown, Md.—Refrigeration, heat- 
ers, “Edicraft” appliances, “Justright” 
push clips, carbon brushes. 

StRAUS-BODENHEIMER Co., Houston, 
Tex.—Clarion radio. 

Van METER Co., Cedar Rapids, la.— 
Copeland refrigeration. 

Betasco Evectric Co., Chicago, IIl. 
—Signal fans. 

F. R. Goopine Co., Wilmington, Del. 
—Clarion radio. 

ARIZONA WHOLESALE ELeEc. Co., 
Phoenix, Ariz.—Champion lamps. 

Los ANGELES BROADCASTING Co., Los 
Angeles, Calif.—‘‘Eveready” Raytheon 
tubes. 

Rapio DistriBuTING Co., Detroit, 
Mich. — Carrier-York portable room 
cooler. 

SCHWABACHER HARDWARE Co., Se- 
attle, Wash. — “Eveready” Raytheon 
tubes. 

ToLtEpo AUTOMATIC EQuiIPpMENT Co., 
Toledo, O.—Automatic washers, Sam- 
son-United appliances. 

TRILLING AND MontacuE, Philadel- 
phia.—Carrier-York portable room 
coolers, Warren fixtures and cases. 

DUNHAM, CARRIGAN AND HAYDEN 
Co., San Francisco, Calif—“Eveready” 
Raytheon tubes. 

AMBER ELECTRICAL Suppry Co., Chi- 
cago, Ill.— Samson-United appliances. 


TRIANGLE ELeEctric Co., 
Ind.—Conlon washers. 

R. C. James Co., Seattle, Wash.— 
“Eveready” Raytheon tubes. 

TerrY-Durin Co., Cedar Rapids, Ia. 
—Stover ventilating fans. 

Evectric Supprty Co., Elkhart, Ind. 
—‘Faultless” washers. 

PaciFic WHOLESALE Co., San Fran- 
cisco, Calif.— “Eveready” Raytheon 
tubes. 

R. H. McMann, Inc., New York 
City.—‘“‘Nesco” electric casseroles. 

BELMONT Corp., Minneapolis, Minn. 
—Hill-Shaw coffee brewers. 

May Raptio AND TELEVISION Corp., 
New York City.—Edison Mazda lamps. 

ELEctric SUPPLY AND EQUIPMENT 
Co., Albany, N. Y.— American Bosch 
radio. 

GILHAM ELectric Co., Atlanta, Ga.— 
Kolster radio. 


Muncie, 


Eorr Exectric Co., Salem, Ore.— 
Silent Knight oil burners. 

Puitip H. Harrison AND Co., New- 
ark, N. J.—General Electric Walker 
dishwasher. 


v 


Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for July, 1931 and 1932. Also these 
figures are shown for the first seven 
months last year as compared with 
the first seven months of this year. 





Letters 


To the Editor: 

We heartily agree with your sug- 
gestions for the promotion of exten- 
sion wiring through local cooperative 
campaigns. There is every reason to 
believe that wiring for light and 
power as well as other electrical 
equipment should be done by compe- 
tent workmen. This would reduce 
the enormous fire loss in this country. 

We have tried such a campaign in 
Fort Wayne but find it cannot be 
done in a small way. The results 
obtained in the campaign inaugu- 
rated here were very few; practically 
the only thing gained was the adver- 
tising. 

A campaign of this kind must be 
well planned and we believe put on 
preferably by the central station in 
cooperation with the wholesaler and 
the dealer-contractor. We have found 
that very few contractor-dealers are 
able to effect sales of this kind of 
apparatus. It really takes a sales 
organization. 

M. B. LARIMER, President 
The Protective Electric Supply Co. 
Fort Wayne, Ind. 
Vv 
John S. Wells 

The George H. Buckminster Co., 
Boston, Mass., has announced the 
death of John S. Wells who passed 
away on August 2. 








COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
JULY 31, 1932 
NUMBER OF ACCOUNTS REPORTED 





% % 
Increase Increase 
July or 7 Months or 
Division 1931 1932 Decrease 1931 1932. Decrease 
1 Ae Ce ee eee 221 239 + 6.1% 1840 1688 — 8.3% 
Middle & Southern Atlantic 
SONI gains a raach sok: fa a 110 143 +30. % 876 797 — 9.0% 
New BeMaNe coos cs ies 101 84 .—16.8% 663 761 +14.8% 
COON eo oars batman bs 501 372 —25.7% 4166 3363 —19.3% 
TOPE M) * eedeco cece 933 838 —10.2% 7545 6609 —12.4% 
TOTAL AMOUNTS oo 
0 % 
Increase Increase 
July or 7 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
CC ae, re $32,777 $14,511 —55.7% $242,780 $152,634 —37.1% 
Middle & Southern 
Atlantic States ... 9,264 9,506 + 2.6% 111,684 72,797 —34.8% 
New England ...... 8,749 8,009 — 8.5% 59,537 57,842 ~ 2.8% 
2, | i eee 47,832 24,056 —49.7% 383,430 250,257 —34.7% 
(9k, $98,622 $56,082 —43.1% $797,431 $533,530 —33.1% 
AVERAGE AMOUNTS 
1931 1932 1931 1932 
GU OI alt) <r sx, oo rasan cee shes dw wales $148 $61 $937 $658 
Middle and Southern Atlantic States ......... 84 66 896 670 
Mt BE Ss ccs Seca aig Mon OE ARK <8 eae + 87 95 610 527 


Central 
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awed 95 65 643 520 
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From Paris? Comes this new necklace 


for Madam. Let Mrs. Jack Siegel 
show you how it is done, using Rose 
Winer as a model in the exclusive shop 
of the Electric Supply Co., Birmingham, 
Ala. You take one short length of B. 
X. and thread with No. 8 light wire. 
Then draw tight about the neck—but 
don’t choke—and twist ends. Husbands 
and sweethearts will be delighted at this 
new, inexpensive gift for the fair ones. 





Stollberg Company Entertains 
Radio Dealers 

Enthusiasm ran high as 150 deal- 
ers, gathered at the invitation of the 
Stollberg Hardware and Paint Co., 
Toledo, witnessed a formal presenta- 
tion of the new Stewart-Warner line 
of radios and refrigerators. 

J. C. Meyers, sales manager of the 
Stollberg Co., presided and intro- 
duced the various Stewart-Warner 
officials. A general discussion of ra- 
dio and refrigerator sales policies 
followed. 

Dinner was served in the Chamber 
of Commerce rooms. A modern 
talking motion picture furnished the 
evening’s entertainment. ‘‘Radio 
Magic”—the title—depicts the devel- 
opment of radio from the early crys- 
tal set to the modern receiver of 
1932. Judging by the number of 
dealers signifying an immediate de- 
sire to show the film in their locali- 
ties, this feature will play an im- 
portant part in marketing Stewart- 
Warner’s new radio line. 

Vv 


Powell Wins National 

Refrigerator Contest 
W. I. Powell of the Westinghouse 
Electric Supply Co. of San Fran- 
cisco, Cal., has been announced re- 
cently as the winner of the Trading 
Post Drive, a contest sponsored by 
the Westinghouse Electric and Manu- 
facturing Co. Powell swung into 


first place early in the contest, lost 
his position, then finished strong to 
win over several hundred salesmen. 

R. E. Buxton, The Elin Co., Phila- 
delphia, took second place in the race, 
while Emmet Massey, Fones Broth- 
ers Hardware, Little Rock, Ark. 
finished in third place. 

The Trading Post Drive was con- 
ducted in a manner similar to the 
old time trading methods in the 
Northwest. When the _ salesmen 
reached certain objectives, or closed 
certain deals they were awarded a 
number of pelts. 

v 


Tristate Adopts Service Charge 
on Returned Material 

The Tristate Electrical Supply Co., 
Hagerstown, Md., recently sent the 
following letter to all its customers 
announcing a service charge on all 
goods returned for credit. 

To Att DEALERS: 
Supyect: Returned Material, 
Credits, Exchanges. 
Gentlemen: 

The opinion of many of your custom- 
ers that the accommodation of getting 
credit for returned material or the ex- 
change of merchandise should be made 
without a charge, we believe, is due to 
the common practice of department 
stores with a minimum 100 per cent 
mark up, and the ability to resell an 
article in a few days that has been re- 
turned or exchanged. 

Careful records kept over a course of 
a year show conclusively that the cost 
of receiving material, unpacking, asso- 
ciation with correspondence, inspecting, 
reboxing, clerical work and bookkeep- 
ing, is a very expensive item. 





In Cleveland: The home town of G. E. 
refrigerators, the Cushman Refrigera- 


tion Co., local distributor, is ably repre- 
sented by H. N. Trumbull, right, and R. 
M. Sausaman. Mr. Trumbull is sales 
promotion manager and Mr. Sausaman 
is director of commercial and apartment 
house sales. 
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Sells Oil Wells and Refineries: 


L. B. Marsh, Long Beach, Calif., is the 
largest wholesaler of electric lighting 
fixtures in the city. Mr. Marsh, right, 
has been in the wholesale business since 
1922. Frank Sarson, left, has been as- 
sociated with him as sales manager for 
a good portion of the time. 





We are anxious to do our part in any 
adjustment that assists the dealer or his 
customer, but it doesn’t seem reasonable 
that we should suffer actual loss. 

Our records show that a_ service 
charge is necessary to cover the over- 
head cost’ of handling and consequently, 
the following policy will be put into 
practice: 

1. Permission must be obtained to re- 
turn material and it must be returned 
according to the instructions given in 
our letter in which the details of adjust- 
ment will be stated. Handling of mate- 
rial returned without permission is in- 
volved and costly, and in such cases we 
reserve the right to refuse credit or ad- 
just the credit to cover additional costs. 

2. Permission will ordinarily be 
granted to return standard material 
which we carry in stock. Credit will 
be given less a 10 per cent service 
charge unless the rate of turnover is 
extremely low, when the service charge 
will be 15 per cent. 

3. Non-stock material of a special 
nature will only be accepted for credit, 
providing the manufacturer will in turn 
accept same for credit, when credit will 
be issued less the manufacturer’s charge 
for service and a 5 per cent service 
charge by us. 

We should be pleased to send a sup- 
ply of this circular to any dealers re- 
questing it. It is suggested that the cir- 
cular be given to all your employes in- 
terested, so that they will be familiar 
with the situation when discussing ad- 
justments with your customers. 


Very truly yours, 
TRISTATE ELEecTRICAL Suppiy Co. 
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— ee news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Manufacturers of Cookers 
Merge Patent Interests 

The National Enameling and 
Stamping Co., Milwaukee, Wis., and 
the Swartzbaugh Manufacturing Co., 
Toledo, O., who are joint pioneers 
in the development of electric cook- 
ers and electric casseroles, have 
merged their patent interests. They 
state that the purpose of this move 
is to assure the trade of quality prod- 
ucts, to offer protection against un- 
scrupulous and irresponsible manu- 
facturers and to take joint action for 
infringement against any and all in- 
fringers. 

Vv 


General Cable Corp. to Market 
New Type Cable 


A radical departure in the manu- 
facture of cables has just been an- 
nounced by the General Cable Corp., 
New York. 

Under a license agreement with 
the Thiokol Corp. of Yardville, 
N. J., General Cable will shortly mar- 





bap 


Vacationing at Miami: w.C. Hemmerle 
of the Hemmerle Electrical Co., Pitts- 
burgh, Pa, at the right, and A. N. 
Hyams who represents the Wadsworth 
Electric Mfg. Co. in the Pittsburgh 
territory, snapped while taking time off 
in Florida. 


ket for electrical purposes and power 
lines, a cable, the jacket of which has 
all the advantages of rubber but is 
far superior to rubber itself in re- 
sistance to chemical action, fatigue, 
sunlight, oil vibration and corona. 

Development work is already in 
progress to complete the adaptation 
of Thiokol to power cables, overhead 
conductors and secondary network 
conductors. It will also be employed 
for wires put to general industrial 
uses where rubber is subjected to the 
deleterious influences of oil, acid, 
weather or light. 


v 


Tabloid Depicts Benefits of 
Electric Cookery 

The first issue of “Electric Cook- 
ing.” a four page tabloid, published 
by Electromaster, Inc., Detroit, 
Mich., appeared last month. De- 
signed to stimulate the interest of the 
housewife in electric cookery—and 
Electrochef and Waldorf ranges, it 
is edited by Gerald Hulett, sales pro- 
motion manager of Electromaster. 


v 


Westinghouse Enters Air 
Conditioning Field 

For the purpose of coordinating 
the company’s activities in the air 
conditioning field, J. S. Tritle, vice- 
president and general manager of the 
Westinghouse Electric and Manufac- 
turing Co., has announced the forma- 
tion of a complete organization for 
the engineering, development and 
sales of all air conditioning equip- 
ment. 

Through extensive research, a line 
of apparatus to meet the most exact- 
ing needs has been developed. Unit 
installations for the home, office, bar- 
ber shop, restaurant, hospital room, 
X-ray room, hotel room and small 
apartments are available. Also rail- 
way installations for the dining car, 
sleeping car, day coach, and freight 
car cooling have been designed. 


New Appointments by 
Steel and Tubes 


J. D. Benfield, former Detroit rep- 
resentative of the electrical division 
of Steel and Tubes, Inc., Cleveland, 
O., has been transferred to the posi- 
tion of Chicago district sales man- 
ager, with offices at 1224 McCormick 
Bldg., replacing L. E. Fuller, re- 
signed. 

H. R. Turrell succeeds him as De- 
troit representative with offices at 956 
Wanda Ave., Ferndale, Mich. Mr. 
Turrell was formerly Detroit repre- 
sentative for the Crouse-Hinds Co. 

v 


Conover Company Announces 
Radio Tie-up 
According to an announcement by 
I. H. Peters, sales promotion man- 
ager, the Conover Co., Chicago, has 
completed arrangements whereby the 
Conover electric dishwasher will be 
featured, together with the Colgate- 
Palmolive-Peet Company’s super 
suds in the latter’s popular Clara, 
Lu ’n’ Em radio program. 








Not a Duet: M. J. Whitfield, of Steel 
Tubes, and J. T. Fulwiler, manufacturers’ 
agent, are not singing, but urging our 
photographer to snap the camera snap- 
pily as they are on their way to fill an 
important engagement. Well, you can’t 
blame them, winter golf at Orlando is 
something to write home about. 
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* New Products 
SUPPLIES and EQUIPMENT 











Cast Iron Type Combination 
Starter 


Of water and dust tight construction, 
these a.c. combination starters in the 
cast iron type are intended for installa- 
tion in damp or dusty locations and 
corrosive atmospheres such as are found 
in flour and starch mills, cement plants, 
foundries, packing plants and _ similar 
places. The equipment is not explosion 
proof. The unit consists of an across- 
the-line starter, motor control switch 
and test jack. Thermal overload pro- 
tection and low voltage protection are 
provided. Starters are built in two sizes 
known as Class 8532S and 8536S and 
can be furnished fusible or non-fusible. 
The switch mechanism is enclosed in a 
cast iron cabinet having machined 
flanges and is fitted with rubber gaskets 
to exclude moisture and dust. Write to 
the Square D Co., Industrial Controller 
Division, 700 S. Third St., Milwaukee, 
Wis. 


Fuse Tighteners 


These adjustable spring clamps slip 
over the fuse clips and tighten the con- 
tact of ferrule-type cartridge fuses, re- 
sistors, etc., by means of an insulated 
button screw. The metal is coated with 
an insulating compound. The use of 
this tightener. the manufacturer claims, 
insures that every blowout will be a 





Write to the Leon- 
3901 Perkins 


“business blowout.” 
ard Electric -Mfg. Co., 
Ave., Cleveland, O. 


Explosion Resisting Fittings 

Intended for use in gasoline pumps 
and in other hazardous locations where 
there are explosive vapors, these explo- 
sion resisting fittings have a cadmium 
finish and are made of copper-bearing 
malleable iron which is extremely strong 
and rust resisting. The cover to the fit- 
ting screws into place and is 3%” in 
diameter. This allows ample space for 
splicing wires inside the fittings. Forty 
different combinations of openings are 
furnished. Each hub is equipped with 


4 


iM 





an interchangeable %” or 34” union. 
Write to the Killark Electric Mfg. Co., 
Dept. E.W., 3940 Easton Ave., St. 
Louis, Mo. 


"Stub'' Taps with Square Shanks 


In order to make its “stub” taps avail- 
able for all automatic tapping machines, 
this firm will henceforth supply them 
with a square on the end, instead of 








with plain round shanks. This will not 
prevent their effective use in machines 
which are equipped with chucks or col- 
lets for plain round shank taps, but will 
make them suitable for the machines 
which drive by the shank and square. 
“Stub” taps are supplied in machine 
screw sizes. They are designed pri- 
marily for tapping in thin metals, and 
have a short thread section and taper 
flutes. Write to the Greenfield Tap and 
Die Corp., “Getede” Dept., Greenfield, 
Mass. 


"Baby" Floodlight 


This “Baby” floodlight has a lens of 
6” diameter. It can be screwed on a 
1%” pipe and can be readily adapted 
for the lighting of signs or other appli- 
cations where a pipe mounting is used. 
It is expected to be particularly appli- 
cable in the lighting of signs by oil 
companies and sign companies. De- 





signed for use for a 150-watt lamp, the 
finish and material of reflector, casing 
and lens are the same as the preceding 
floodlights of the line. Write to the 
General Electric Co., Schenectady, N. Y. 


New Line of Fractional 
Horsepower Motors 


In the development of an entirely new 
type of capacitor motor and the redesign 
of older types of other small motors, 
the manufacturer claims to have achieved 
a degree of interchangeability heretofore 
unapproached in small motor manufac- 
ture. Frames, shafts, bearings and 
mounting arrangements are interchange- 
able, rating for rating. Five frame sizes 
suffice for the entire line. All types of 
small motors are affected by this re- 
design. Split-phase, capacitor, repulsion- 
induction. polyphase, direct current and 
repulsion motors will comprise the new 
line. An improved type of resilient 
spring mounting nullifies the vibration 
inherent in all 60 cycle a.c. motors. 
Write to the Westinghouse Electric and 
Mfg. Co., East Springfield, Mass. 


Convenient Package for Screw 
Extractors 


The No. 1815 set of “Little Giant” 
screw extractors will now be furnished 
in a canvas roll as well as in the ordi- 
nary wood block container. The roll is 





small and compact, can be easily car- 
ried in the pocket and, being made of 
a very high grade of canvas, will wear 
almost indefinitely. This set contains 
the five most popular sizes of extrac- 
tors, ranging in capacity from 1/16” to 
7/16". Write to the Greenfield Tap and 
Die Corp., “Getede” Dept., Greenfield, 
Mass. 
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W. C. Grunow Organizes New 
Manufacturing Company 
The Grunow Corp. has opened ex- 
ecutive offices at 307 N. Michigan \ 
Ave., Chicago. This company, headed ” 19” and 16” Fla 
by W. C. Grunow, will shortly place acatl on Blade Ventilating fa 
cooing a new print of oper t e be UNL 


employing a new principle of opera- | jj 
Hon which is the result of two years | III 


of research and development by Mr. S Sf} a 5 oO n 











Grunow. Other executives of the new 
company include Duane Wanamaker, . ‘ n g Oo 
E. D. Coots and Earle W. Mache. 4 eg j n n 

v 


Westinghouse Erects New a ew fa n 


Warehouse 


A new all welded 60,000 sq. ft. for the wholesaler 





warehouse will be erected by the | tion 
Westinghouse Electric and Manufac- | use the vace 
turing Co. at its Mansfield, O., works | simply beca le th bene 
for storing electric ranges and re- en P| teaches P “an “r They 
frigerators, according to J. S. Tritle, | ro vitalize = k in 
RP i“ aie 4 f pure, k wor 
vice-president and general manager. | fits O ° 
Work was started in July and the | rebel at go! A osphere- 
four-story building will be com- | melly arm 
: stuffy. § _— stores: 

pleted by November 1. The cost is ad f places va 
estimated at $150,000. | In all kin ni tories, labor 

The warehouse will fill a long felt | schools, shops: _there iS: rig 


need for such a storage space for 
electric ranges and electric refriger- 
ators, built at the Westinghouse pigye 
Mansfield works. In the past, the | ter ventilation. ; cactically 
company has largely depended on P 

outside storage facilities, and officials | 
felt that now is a logical time to ex- | 
pand its plant. 


v | 






































Flexible Clock Developed =| ind0-Vent Wall Cabinet se point © the complete busi 
The Waters Genter Co,, Minne- | +, With get the u 
apolis, has developed a flexible clock | 
mechanism which makes it unneces- | 
sary to pre-heat an automatic toaster. | 





Heretofore, it has always required a | if : 
longer time to make the first slice of |  Wind-O-Vent Ventilator roblems m 





toast when the toaster started cold | ny er eee onomically. d ales 
than it did after the toaster was heat- aia HL catalog and §$ 

ed up. The constant speed mechan- The DIE terial are yours 
isms generally used in automatic comotional ma 

toasters have not compensated for king. 

this variation. 32”, 52” and 56” Reversible for the as $ NG COMPANY 


d’ Non-Renersible Ceili 
Two new models of “Toastmas- | %? “™Raperstble Ceiling 


ters” were placed in production the 
middle of August, a single slice and 
a double slice, both equipped with the | 
new flexible clock device. This 
mechanism runs slowly when the 
toaster is cold and automatically runs 
faster as the toaster heats up thus, 
according to the manufacturer’s’ 
claims, every slice is toasted the 

same 18” to 48” High and Low 

° Speed Exhaust Fans 
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we 
THE COUNTRY 


A NEW broom sweeps clean but that isn't 

always true of a new friction tape. And 
when TWO new tapes appear and make a 
clean sweep from coast to coast, it is clear 
there is something different about them— 
something about their quality — something 
about their appearance and the way they are 
packed and displayed. 


Well, there IS something different about Pan- 
ther and Dragon Tapes. They are, first of all, 
backed by the name of Okonite and the un- 
questioned quality that this name represents. 
The standing gained through many years by 
our OKONITE RUBBER and MANSON FRIC- 
TION Tapes means a great deal in commercial 
tapes made by the same maker and bearing 
the same name. 


Panther and Dragon Tapes, moreover, are pre- 
sented in an exclusive cellophane wrapping 
and seal which is not only a practical pre- 
servative but of important resale value in ap- 
pearance when these tapes are offered by the 
jobber's salesmen. An individual green core 
continues to identify the product even when a 
roll is partly used. 


Finally a definite independent jobber's protec- 
tive policy has been established. Panther and 
Dragon Tapes are sold ONLY through the 
Clean sweep is right. 


wholesaler. 











Insulated Wire Works 
Division of 

The Okonite Company 

Passaic, N. J. 


Hazard 





A Sunlamp Enthusiast: 


Introducing Ed 
Stryker, of the sales promotion depart- 
ment, National Lamp Works, Nela Park. 
Mr. Stryker is heading up the activities 
on the new ultra-violet lighting fixtures 


and is leaving no stone unturned to 


make everybody in the electrical indus- 
try “sunshine-minded.” 








Stanford Products Announces 

New Line of Electric Clocks 

Stanford Products, Ltd. San 
Francisco, has placed on the market 
its new line of “Duokron” electric 
clocks. The new line combines a 
synchronous movement with a spring 
operated auxiliary motor, which the 
manufacturer states provides “accu- 
rate time even when the current is 
off.” Bernard F. Badrian, general 
sales manager of the company, is at 
the present time covering the east 
and middle west, personally present- 
ing the “Duokron” to distributors. 


Vv 
Oil Burner Manufacturer Seeks 
Specialty Distributors 
For many years the Morton Oil 
Burner Co. of Atlantic, Ia., has ex- 
ploited its Silent Knight oil burner in 
nearby states. This company has now 
organized the Silent Knight Oil 
Burner Co., also of Atlantic, to effect 
national distribution. 

The new company is headed by L. 
P. Lang, general manager, and C. J. 
Smith, general sales manager. Mr. 
Lang, for the past five years, was as- 
sistant general manager of the Grin- 
nell Washing Machine Corp., of 
Grinnell, Ia. 

C. J. Smith was formerly sales 
promotion director of the same com- 
pany. Because of his intimate knowl- 
edge of their problems and needs, it 
is announced that Mr. Smith has 
already interested many leading radio 
and specialty distributors in oil burn- 
ers and is rapidly building up a for- 
midable distributor and dealer or- 
ganization. 


























In standard 
containers, 25, 
50 and 500 Ib. 
drums. 





Witx the signs of the 
times showing business is on 
the upward turn it is now 
more important than ever be- 
fore to be sure to mention 
Yager's Soldering Salts to 
your customers. Not much 
sales talk is necessary to sell 
Yager's as they have been 
making good for over fifty 
years. 

a 


Write for additional samples, 
if your supply has been ex- 
hausted. 


ALEX R. BENSON CO., Inc. 
Hudson, N. Y. 
















































at 


SHHND — 
































September, 1932 ELECTRICAL WHOLESALING 51 
SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 








General Electric Engineers 


Develop “Humifilter™ 
The “Humifilter,” a device which ? 
will circulate, filter, and properly hu- 
midify air in a home without the use > 


of a duct system, using electric | 
power at the same rate as a single | 
incandescent lamp, has _ been an- | 
nounced by engineers of the General | 

| 








Electric Co., Schenectady, N. Y., | 
who have for some time been en- | 
gaged in the study of air condition- | 
ing problems. The device is capable | 
of producing a complete change of 
air in the lower part of a house in 
40 minutes, or about one and one- | 
half changes per hour. | 
The “Humifilter” has been shown 
through tests to be very effective in 
humidifying the entire home. In- 
stalled in the first floor, it discharges 
a gentle flow of air through a floor | 
grill. This air is taken from the base- 
ment and passed through a filter Minctration of © compléte “DeadkO” 
which removes dust suspended in the | installation. 
air. It then passes through a hu- Note the simplicity of attaching or 
midifier which makes use of hot | 4taching the “D-tach-O” Lighting Unit. 


water to facilitate evaporation. The 


water is heated by a small amount of | 4 99 
steam supplied by the existing boiler. 

Cleaned and humidified, the air then 

passes through the discharge grill. ” a C » 


The circulation is produced by a 
quiet, elastically-mounted fan driven 
by a small motor. The air is brought IS THE ANSWER TO YOUR PROBLEM 
back to the basement through a re- 
turn grill at the far side of the house. a : 
wiht bene —__— | Here is a product with distinctive improvements that will modern- 


ize display cases and for which there is a growing demand. 














| Practically all stores are prospects for replacement or new equip- 
ment and it is a market that has not been given the attention it de- 
| serves. 

















| Fill out and mail the coupon for “D-tach-O” Catalog R89 to-day: 
| then investigate the sales possibilities of “D-tach-O” Display Case 
| Lighting Units. 

















Te WADSWi cMrc@ Inc. 
ins 


Safety Electric Switches —_ Display Case Lighting 







Wins “Tall Order: It took 12 feet of | Nasme....-.-.-------------.-+-cscccscesnceceseesenensnsesnee+ ae MBO&B -a-ceecreensae-ncensensnseensneneserseneneenten 
Paper to write out this order at the | 
Southern Electric Co., Staunton, Va. City and State 
The salesman was Mr. Bailey, formerly y 


with the National Carbon Co. ene 
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y pat ights 











SALES REPRESENTATIVES WANTED 


For the New 


LEONARD FUSE TIGHTNER 








with Manufacturers 
representatives 

Coton WHEELS in all territories 
or will be interested 
Coror Frames «i arllinceal 
tion on the new 

All Types Leonard Fuse 


Tightener. It 
does away with 
burnout, annealing of clips, charred 
fuse barrels and other costly interrup- 
tions in current. We have an attractive 
offer. Write to F. G. Faile, Secretary. 


We also have a few open territories on our 


NCANDESCENT spotlights for lamps 
from 75 to 2,000 watts; arc spot- 
lights ranging from 25 to 200 am- 
peres; all forms of mounting—sus- 
pension, bracket and pedestal — with 
or without color wheels or other ac- 
cessories for color lighting. Small = T= rn " 
spotlights that fit in little places, as arn ieee 
well as intermediate sizes and the When Will This Picture Appear?— soit Leonard Electric Minmatectesing Co. 
high-amperage units for long distance : 
They ask. In the reporter’s humble 


projection. Give an _ exceptionally is: h Rosyth thi 
bright evenly-illuminated spot or flood opinion, when the editor sees this row 















































of light. Extremely flexible for di- “a herrap se tact tan tee on Another 
rectional movements. Easy to adjust an , : 
focus. Thoroughly ventilated and well made good anti-depression stuff. These are SUPERIOR PRODUCT 
os indus 2 tee weno he 4 is — hard workers at the Globe Electric Co., ata 
or every dollar inves ec in 1eg spo ms y - ° ° ° 
lights—and you can rely upon them to give Seattle, W ash., Frank Edin, shipping Reduction in Price 
dependable service. clerk, Bess Conway, Laura Williams 1 
OTHER KLIEGL PRODUCTS and Russ Gray. 
Stage Pockets Stage Lamps 
hace — into 
»anel Pockets isle Lights ° 
Plugging Boxes Music Stands Okonite Company Promotes 
Ries we and Color a Officers 
orderlights _ Stage Cable 
ae come idiiaieaaeas H. Durant Cheever, former presi- 
aaee ee eeree dent of the Okonite Co., Passaic WET PROCESS 
» 4 re ”? / aS ’ 
A FR . M 
KLIEGL BROS N. J., has been made chairman of the STRAIN INSULATORS 
Universat ELECTRIC STAGE LIGHTING CO.,INc. board of the company, while the po- E nig Sel ‘ | 
321 West 5Oth Sraeet er A : : ngineering Requirements 
sition of president will be occupied 
NEW YORK. N.Y. P P SUPERIOR PORCELAIN COMPANY | 
by Frank Cazenove Jones. Mr. Jones PARKERSBURG, W. VA. 




















was formerly vice-president and gen- 
eral manager of the company, and 











will retain his position of general WHOLESALER’S 
nd manager. ; MARKET DETERMINATION 
ial \p Mr. Cheever has been with the CHARTS 
company for 44 years, starting with 
the Okonite Co. in the New York Now Available 
office. He became treasurer of the Complete set of 8....... $1.00 


company and later president. 5 
Mr. Jones entered the factory of Single Charts, each. ..... 15 

the Okonite Co. at Passaic, and when (Minimum order $1.00) 

he was elected treasurer of the com- 

pany, was transferred to the New 


York office. Order from 
id ELECTRICAL WHOLESALING 








Sells Pole Line Hardware 




















Business 
The Ohio Brass Co., Mansfield, O., 
announces that it has disposed of its Sales Manager S 
line of wood cross-arm hardware, < 
wood guy-strain insulators and steel Follow-through with dice 
bs Wiis heating ia insulator pins to Hubbard and Co., salesmen on Mr. _Osborne's 
plete with wire and staples Pittsburgh, Pa. The latter company Course in Sales Training with 
TO RETAIL AT $6.00 Per Pair is licensed to manufacture and sell|| the aid of his specially prepared 
pole line hardware developed by Ohio Sales Manual. 
Mfd. by Brass and protected by its patents. 
S.H. COUCH COMPANY, INC. This is a manufacturing and sales nine fron 
$ oe St. North Quincy, Mass. | (arrangement only, and there is no ELECTRICAL 
gents throughout U. S. and Canada 





financial interest of either company W HOLESALING 


in the other. These materials, in the ; 
future, will be manufactured only by Price, 25 cents per copy 
Hubbard and Co., although both com- 
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panies will cooperate in the sale of 
the devices. Future development 
work on this class of materials also 
will be carried forward by both com- 
panies. 

Vv 


Belden Alleges Patent 
Infringement 

The Belden Manufacturing Co., 
Chicago, has filed suit against the 
Ilewill Manufacturing Co. and the 
Essex Wire Corp, defendants, for in- 
fringement of the Wermine Patents. 

These patents cover the Belden 
soft rubber plug which the Belden 
Co. has been furnishing to a large 
number of appliance and utility man- 
ufacturers since early in the year 
1927. It is claimed by the Belden 
Co. that the [lewill Manufacturing 
Co. is controlled by the Essex Wire 
Corp. and that the [lewill plugs in- 
fringe both of these patents. 

In the suit the plaintiff asks for an 
injunction against the defendant to 
restrain them from making and sell- 
ing devices or parts of devices which 
infringe upon the patents in suit, 
and an accounting for damages and 
profits is also requested. 

v 


Positions Available 


Manufacturer's Agent: To represent an 
established rigid conduit manufacturer in 
the states of Ohio and Michigan, working 
on a commission basis. Address Box 91, 
ELECTRICAL WHOLESALING, 520 N. Michi- 
gan Ave., Chicago. 


Latest Trade Literature 


AcME Etectric HEATING Co., 1217 
Washington St., Boston, Mass.—Catalog 
D, now ready for distribution, covers a 
wide range of electrical and industrial 
material, electric heating material, resist- 
ances, thermostats, rheostats, etc., and 
should be of material assistance to elec- 
trical wholesalers. 


WESTINGHOUSE ELECTRIC AND Mr«. Co., 
East Pittsburgh, Pa.—An illustrated eicht- 
page catalog entitled “Quicken Plant 
Growth with Controlled Electric Heat” 
has just been published. Specifications 
and detailed diagrams for recommended 
installations are included giving full in- 
formation to anyone wishing to install 
electric heat in a hot bed. Copies of this 
publication, C-1954, may be obtained from 
the nearest district office or direct from 
the company’s advertising department, 
East Pittsburgh. 


GENERAL E vectric Co., Schenectady, N. 
Y.—“Electric Equipment for Woodwork- 
ing” is designed to aid the machine manu- 
facturer in his choice of electric equip- 
ment for high-speed drives. In addition to 
the discussion on motors, frequency con- 
verters, and _ alternators, considerable 
space is devoted to suitable control for 
Starting, stopping, reversing and pole 


hanging, as well as for supplving ade- | 
quate under-voltage and overload pro- 


tection, 








In actual comparison, Fretz-Moon Conduit bends 25% 
easier than ordinary rigid conduit. It also bends freely 
to any requirement without distortion, flattening at the 
bend, opening at the weld, scaling of the galvanizing 
or cracking of the glass-like enameled inner surface. 

All three Fretz-Moon brands are free-bending— 
ENAMELITE, black enameled; ELECTRO GALVITE, 
electro-galvanized; HOT DIPPED GALVITE, hot 
galvanized by a special process. 


FRETZ-MOON TUBE CO., INC. 
BUTLER, PENNA. 


TRLTZ-MOON 


RICG/D CONDUIT 











No. 114—150 W. List $3.50 

























Quad Reflectors, Open Type Flood 
Lights and new Bracket-Lites provide 
you with a line complete in its range, 
economical in its price and adaptable 
to all illuminating purposes. 


Electrical Wholesalers have enthusias- 
tically accepted the latest Quad achieve- 
ment — the new Q-D Bracket-Lite for 
area lighting, small sign work and a 
multitude of other uses. One-piece 
aluminum casting replaces assembly of 
flange, steam and socket fittings. All 
styles of Q-D reflectors and globe 
holders are quickly interchangeable. 


Write today for descriptive folder 
on Bracket-Lite or complete catalog 


Quadrangle Manufacturing Company 
26 So. Pecria Street, Chicago, I. 


VAP 





Standard R. L. M. Dome Reflector, 
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Fine teeth take hold on first 

stroke. Cut starts as easily 

as feed = an auger 
it. 


Regular teeth do the cutting. 


You should know more about 
this blade. Write 


The Henry G. Thompson & Son 
Company 
Est. 1876 New Haven, Conn. 
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B UILDINGS that were wired sufficiently to meet the needs of ten 


or twenty years ago represent the great potential market for modern 
A new group of 


CN Som ee ae electrical equipment—that is EXTENSION WIRING. 

been added to the 

Colt-Noark line In homes there is an existing need of modern refrigeration or elec- 

which take full ad- tric cooking; in offices, modern business equipment calls for greater 

vantage of the simpli- ‘ : : ine oe 
fied service requirements of the 1931 Code, electrification; in schools, more adequate lighting and the motorizing 
care for installations much more economically, of manual training devices; in factories, there is a growing demand 


and at the same time give complete satisfac- 
tion to both the public and the utilities on 
whose lines they are installed. ing and the heat treatment of metals. 


for extended circuits to provide for increased production, better light- 


Two distinct types are offered in the new 


whats‘ Seeien” Walia aad ta ania, This market is alive right now—right under the noses of electrical 


Combination Range Switches built with each contractors who may be sitting around complaining about conditions. 
of these types used as the basis. The Combi- 

nation Range Switches provide for installa’ Wherever circuits are extended new switches must be installed. 
rearrange mie igaan eal cater ty aia With the COLT-NOARK complete line you will help your contrac- 
ing for the range and also for 4, 6 or 8 

lighting circuits, as the case may require. tors provide for every meter service and industrial need. 


COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


Pioneers of Protection Since 1836 


Electrical Division . . . « Hartford, Conn. 
BOSTON CHICAGO NEW YORK PHILADELPHIA 


ow circuits mean.. (gr, ; 
NEW SWITCHES (IG 
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~ ARROW 
HTING 


FOR REBRIGERATORS 






















NO 6839 








Lights 


when 


p contents of Box 
oor is open::.--- 


30-minute Sob fo /nsfal/ 


a.¢ 





REFRIGERATORS are so often placed in out-of-the-way nooks in pantries, Panic ~ 
kitchens, back-halls poorly lighted. The contents and compartments of j 
the box are back in the shadows, dimly visible. Illumination is being 
provided by an INSIDE lighting unit in the newer-model refrigerators. : 
This unit, developed by ARROW, has a door switch control which auto - / 
matically lights up the contents of the box when door is open; shuts off 
the light when door is closed. All boxes bought before this develop- 
ment — and the new low-priced boxes not so equipped—make a 
large-size market for this Lighting Unit. . . No. 6839 fits all makes 
of boxes. The adjustable bracket takes care of door jamb strips set at 














LIGHT 


i 


Screw adjustable brack- 
et of unit to top of door 
jamb. Remove side and 
bottom door jamb strips. 
Run wire from unit down 
channel under side strip 
and through insulation 
under bottom strip; con- 
nect with motor leads 
and replace strips. 
































any angle; allows horizontal adjustment of the light. Takes standard - & | CONDENSER 
type S-11 intermediate -base 10-Watt lamps, which flood-light the BA al 
innermost corners of the box by diffusion on the white- enameled walls. 

Here's a worth-while profit-item for your customers—plus a means MOTOR 
of getting into homes to secure additional wiring jobs, or make extra 

merchandise sales. The central station gets an added load-builder for 

















its lines. YOU get the sales-response assured by marketability right now. ‘< ‘\\"/ 


ARROW ELEGTRIG DIVISION 


THE ARROW-HART & ~LEGCT. ELECTRIC CO. HARTFORD, CONN. 














The Trumbull line of 30 ampere Enclosed 
and Entrance Switches has been enlarged to 
include 60 and 100 ampere ratings. 


With the addition of this new line 30-100 
amperes, known as Type “D”, and with the 
reduction in lists of Type “C”, 200-1200 
ampere switches, we are enabling the trade 
to obtain a complete range of Trumbull 
Switches 30-1200 amperes, at very low 
prices. 


These new 60-100 ampere switches are of 
regular Type “C’’ construction, mounted on 
slate bases in boxes containing the usual 
number of knockouts and plenty of wiring 
room. 


No. 24921—30 Amp., 230 V.A.C__$2.00 List 
For motor starting and general use. 


Consult our salesmen and “get in” on these 
“Best Sellers.” 


tr 


REDUCED PRICES 


Making a Low Price Range 30-1200 Amp. 


AND 


200 AMP. AND ABOVE 































A New Line of 
Low Priced Type “D” Switches, 30-100 Amp. 
and Reduction in Lists on 


Type “C” Switches, 200 Amp. and above 


Cat. No. 23322 
New Type “D” Line, 60-100 Amp. 








With the addition of the Ty 

“C™ line, 200-1200 Amp., at 

complete range of Trum! 

NOTE: Type “C” Swite’ 400 Amp. and above, are of regular type “A” 
Switch construetion (with blades swedged or soldered and pinned 
into the footblock,) Quick-Break, Non-interlocking. 

This Bulletin covers reprint of pages 27, 28, 28-A, 28-B, 29, 67, 68, 

Cat. 15. Pages 28-A and 28-B show Horse Power ratings on Types “A,” 


Insert this Bulletin in your copy of Catalog 15. 


100 Amp. and with the Type 
¢ Trade is enabled to obtain a 
00 Amp.) at very low prices. 











THE TRUMBULL ELECTRIC MFG. CO. 
Plainville, Conn. 














TYPE"D’ SWITCHES 


A NEW LINE OF 60, 100 AMP. SWITCHES 


ON TYPE “C” SWITCHES 

















Type “D” Switches are designed for general dut) 











as disconnects or for infrequent operation. 


$LE 


e ~~ 


- work, 








We cannot emphasize too strongly that 
these new switches are of Trumbull standard 
and not just something cheap for the sake of 
price only, that will enable the trade to pur- 
chase something better at a very low price. 


Type “C” Switches, 400 amperes and 
above, are of the regular Type ‘‘A” construc- 
tion with blades swedged or soldered and 
pinned into the foot block. Quick break 
with non-interlocking covers. 


The entire line of switches is available 
with top ends containing either knockouts 
or twistouts for use with standardized 
meters. 


Get a supply and leave with your cus- 
tomers. 


Entire new line shown in Bulletin **D”’ 
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Hamilton Beach Mixers were featured in the window display of all West Penn Power 
Company stores during their June and July Food Mixer activities. 


PROFIT PROTECTION 


FOR DEALERS 
AND JOBBERS 


Hami._ton Beacu Mixers are distributed on a clean- 


cut jobber-dealer policy. We strive for 100% price 
maintenance and full profit to regular jobbers and 
dealers. 

We have just completed a mailing to all of the large 
department stores selling them on the advantages of 
buying from a nearby wholesaler’s stock. Department 
store buyers are becoming familiar with this Hamilton 
Beach policy; they rarely ask to buy direct from us. 

All public utilities, likewise, buy through whole- 
salers. The West Penn Power Company (see window 
display above) bought the Hamilton Beach Mixers for 
their ‘summer activity” from J. F. Bacon, salesman for 


Iron City Electric Company. 


Retail price (west of Rockies, $20.95) —includes food mixer, juice extractor, 
single agitator and double beaters, and two French Ivory bowls. 


The only portable mixer that doesn’t have to be inverted to use juice 
extractor; that revolves bowl automatically when empty; that uses 
. . Twin ball-bearings in revolving platform 
. . The most 


the worm-gear drive. . 
prevent binding and insure free turning of bowls. . 
easily handled portable mixer made. One hand slides motor on and 
off stand. . . . Guarded beaters, easily removed. Tilt-back permits 
beaters to drain into bowl. . . . Motor built to operate quietly even 


after ten to fifteen years’ use. . . . Customer satisfaction guaranteed. 


The Hamilton Beach set-up is made-to-order for 
jobbers’ salesmen’s selling. 
The Hamilton Beach Manufacturing Company, 


Racine, Wisconsin.— Subsidiary of Scovill Mfg. Co. 


HAMILTON BEAC 














